


Sell your file customers Nicholson or Black Diamond 


Files — the outstanding leaders in ability to give uni- 
formly efficient service. 

TWELVE PERFECT FILES IN EVERY DOZEN! 
Your customers will appreciate the sharp cutting, 
efficient, uniform performance of Nicholson and 
Black Diamond Files. Your wholesaler can supply you. 
Nicholson File Company, Providence, R. I., U.S. A. 


A FILE FOR EVERY PURPOSE 
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NOW SMART RETAILERS HOLD THEIR LINE TO 
ONLY 26 BRUSHES WITH THIS MODERN SYSTEM 


Gone are the days when retail brush departments were judged by 
the number of brushes in stock . . . when pride in a big line seem- 
ingly was more to be desired than profit in the till. 

Wide-awake dealers of today want a simplified, condensed line 
...nothing but fast-sellers...with brushes for every use and 
every pocketbook. 

That’s exactly what you get in the Wooster 3-Point Merchan- 
dising Systen. Twenty-six brushes make up the complete line... 
the same 26 which, individually, have proved most popular dur- 
ing the past year. Buy them for open stock if you choose, or buy 
them in units of the system and get the most effective brush- 
selling displays ever designed. 

Install the Wooster 3-Point Merchandising System, and have 
something rea/ to brag about . . . more sales and greater profits! 
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THE WOOSTER BRUSH COMPANY, WOOSTER. OHIO 
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MORTISE LOCKS 


Featuring 
Simplified Application 
Security at Low Cost 





THE NEW MODEL 170 YALE (Tubular Type) 
PIN-TUMBLER DEADLOCK 


This and its companion, the 175, are in all respects strong, 
modern type mortise locks though differing largely from 





0 ordinary type mortise locks. The bolt, made of extruded 
brass, is reinforced by two hardened steel pins to pre- { 
M vent sawing. Front plate is of forged brass. Retail $3.00 
dy 
n- 
ne 
*" THE NEW MODEL 175 YALE (Tubular Type) 


PIN-TUMBLER DEADLATCH 


The convenience of a springlatch is combined with the 
n- security of a deadlock in this new YALE lock. It dead- 
locks automatically when the door is closed — another 


ir- YALE lock “that never forgets’. The bolt is of extruded 
brass and the front plate of forged brass. Retail $3.30 

uy 

sh- 

ive 

ts! 


OMBINING outstanding security with popular prices, these 

two YALE models represent a new standard of lock value. 
Both have the famous Pin-Tumbler mechanism, developed by YALE, 
with the unique “mushroom driver” which makes them virtually pick- 
proof. Key changes are practically unlimited. 

Simplicity of application is a distinctive feature. Guided by the 
template which is packed with every lock, anyone, using everyday- 
tools, can apply the No.170 or No. 175 to any door from 1%6” to 
2%” thick. Both models can be masterkeyed...both are entirely 
weather-proof ... bolts and thumb turn plates are of polished brass. 
Cases are cadmium plated and lacquered. 





‘i The above picture shows how 
These YALE locks are new profit-builders. Stock, display quickly ond easily the door 


and demonstrate them. “The name YALE helps the sale.” For is mortised. 
complete information, call your jobber or write us direct. 





THE YALE & TOWNE MFG. CO, 


STAMFORD, CONN., U.S.A. 
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SHE dropped in to /ook at oil ranges . . . and she 
cooked dinner that evening on a new Florence. 

The name was well known to her. Her grand- 
mother and her mother had used a Florence. Some 
of her neighbors owned Florence Ranges. She had 
read Florence advertisements in her favorite mag- 
azines. She had received from the dealer an im- 
printed ‘copy of the beautiful Florence Coloroto; 
had seen the dealer’s ads in the local papers; and 
decided to drop into the store when she saw the 
Florence Window. 

She found Florence (1) Better Looking, (2) Bet- 
ter. Cooking, (3) Less Work. And the oil range is 
Sold to stay Sold! 

* * * 

HE’S a good salesman . . . and his firm gives him 
a break. They carry a real line, with a model for 
every need and pocketbook. They make full use of 
Florence Merchandising Material. And when pros- 
pects ask questions the salesman has all the answers, 
because they are in the Sales Aid Book. With this 
remarkable book, ‘‘Get Acquainted with Florence,” 
he is able to know the ranges thoroughly; to prove 
his statements, to convince each prospect of the hid- 
den quality in Florence and its dependability. 





He is helped at all times by Florence (1) Na- 
tional Advertising, (2) Window and Floor Displays, 
(3) Sales Helps. 

* * * 

Florence Gas Ranges: You can have a splendid 
line of gas ranges in FLORENCE. Leading this line 
is the beautiful de luxe model with concealed cook- 
ing top at each end. It has ring-type burners with 
flash lighters; big insulated oven with automatic 
light inside; accurate heat control; timer; slide-out 
broiler; electric clock and cooking top lamp; two 
service Compartments equipped with condiment 
shakers. Also a splendid line of other modern gas 
ranges. Each model offers attractive design, porce- 
lain finish, durable construction—unusual value 
that you can sell with confidence. 


FLORENCE STOVE COMPANY 

General Offices and Plant, Gardner, Mass.; Western Offices and Plant, 

Kankakee, Ill; Sales Offices: Merchandise Mart, Chicago; New York, Boston, 
Atlanta, Dallas, Detroit and San Francisco. 


FLORENCE 


oi RANGES * GAS "RANGES ° ueaTens * RANGE BURNERS 





Oil Range Windows: Typical display using Florence cut- 
outs, streamers and big poster that ties up with 4-color 
page in April GOOD HOUSEKEEPING MAGAZINE, out 
March 25th. A second poster, distributed later, will tie up 
with the 4-color page in June LADIES’ HOME JOURNAL, 
out May 10th. 








Gas Range Window, using Florence cut-outs and stream- 
er, displays beautiful Florence De Luxe Gas Range with 
cooking top at each end—opened and closed; and also 
one of the new Florence Table Top Gas Ranges. 
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[ STANLEY ] 





AS A DIE" 
-|f HAS to be! 


All types of Stanley Track for sliding 
doors are made by the same method—on 
positive dies that form the metal straight 
and true. 

That is why every piece of Stanley 
Track is uniform ... never distorted ... 
why it can’t “warp” before or after 
installation . . . why it’s bound to fit. 
And that’s why long-wearing Stanley 
Hangers roll smoothly on it, never catch 
or bind. 

There are many such reasons why it is 
good business to recommend this hard- 
ware to your customers. Send for cata- 


log No. 38. 


THE STANLEY WORKS 
New Britain, Conn. 


STANLEY TRACK G") AND HANGERS 
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Laconia 


ONLY ZENITH gives 


you these great sales-closing features 
... unbeaten by any competition! 


EXCLUSIVE TOP ACTION. Gentie 
rubber 


hands make 
4 clothes much whiter 
by forcing clean sur- 
face water through 
them. Easy to show 
how this saves time 
and wear. No other 
washer has this mod- 
ern top agitator. 





CLOTHES CAN’T TANGLE. exciu- 


sive Zenith separator 
keeps each piece free 
so hot suds can pass 
through instantly. 
Demonstrate with 3 
braided towels which 
will quickly separate. 
Shows how clothes 
cannot tangle. 





SELF-ADJUSTABLE DRYER, =u 


cast aluminum, auto- 
matically applies 
equal pressure to any 
fabric. Demonstrate 
with handkerchief 
and blanket. Nothing 
like it. And the big 
cushiony rolls are 
kind to buttons. 
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1 SOLD OVER 400 ZENITHS 
LAST YEAR. IT'S A CINCH! 


ME! Only 5 moving 
parts. Test model still 
running after 12 years 
continuous operation 
without oiling. Beats 
all washers for quiet, 
trouble-free service. 
Nothing to get out of 
order. Nothing to ad- 
just. Nothing to oil. 


CUTS WASHING TIME 1/3! Because 


Zenith has efficient 
top action and holds 
V/; more clothes it gets 
wash done 40 minutes 
quicker. Zenith will 
actually save women 
many hours of labor 
each month, and give 
them cleaner clothes. 


SELLS FOR LESS! Tell prospects to 


compare the price of 
Zenith, model for 
model, with any other 
make. They will dis- 
cover that Zenith 
saves them as much 
as $20. Yet no other 
washer gives them 
all these features. 


You S24 1! 


se 

o 

- a 

ZENITH MACHINE co., 
po ai ith franchise. : 
Rush full facts about Zen? 

pees = aaa 

¥ 
Firm name = 2 
5 
; — . 
oa State __—_—_ : 
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DISTRIBUTORS! HERE'S YOUR CHANCE 
TO BOOST PROFITS 


Picture a washer with half a dozen features 
every woman wants on sight . . . yet features 
no competition in the world can touch! A set- 
up for easy sales? That’s exactly what the 
5,000 dealers who handle Zenith have dis- 
covered to their delight and profit. And so, 
too, have the 150,000 American women who 
already have adopted this entirely different 
TOP-ACTION washer. There’s a big swing 
to Zenith—and you, too, can ride the crest to 
big sales. You’re on the way when you clip 
and mail the coupon below. Do it now. 


eee 
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referred Distributor 
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It's a picture worth framing in your mind whenever you are approached by the “Me, too 
boys. Remember that our national advertising (in such big-league magazines as the 
Saturday Evening Post, Better Homes & Gardens, Good Housekeeping, American Home) 
has sold more than a product... it has sold an IDEA. It has convinced Mr. and Mrs. Public 
that they can “do over” their own floors and do an expert job of it, in one-third the 
time and at trifling cost. By the same token, it has convinced Mr. Smart Merchant that 
Double X is Double X... that it pays to give people what they ask for... and that there 
is always more net in a “ring-up” sale than a “talk-up” sale. Schalk Chemical Company, 


Los Angeles, Chicago. D Oo U R L & X 
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Meet the Demand for 
PROTECTION and ORNAMENTAL 


EFFECT ...at LOW COST 


In your community there are factories .. . or 
private estates... or schools... or parks... 
or orchards ... or many other types of property 
requiring the protection of a strong, closely 
spaced, trim-looking fence. For many of these 
the cost of chain link fence would be too much. 
You can meet their requirements at a much 
lower cost to them... with 


KEYSTONE 


Non-Climbable 
FENCE 


Stiff stay wires placed two inches apart give the fab- 
ric stiffness and do not provide a foot-hold, making 
the fence practically unclimbable, effectively dis- 
couraging would-be trespassers. It is made of best 
copper-bearing open hearth steel for through and 
through resistance to rust and protected by an extra 
thick coating of zinc fused on by the ‘‘Galvannealing”’ 
process. Two weights, 11 gauge and 1214 gauge wire. 
Heights: 36, 48, 60, 72 and 84 inches. Put up in 100 
and 1650 foot rolls. ‘ 


Write for prices and catalog describing the complete 
Keystone line. 


KEYSTONE STEEL & WIRE COMPANY 
Department Pp Peoria, Illinois 





Made hy the Makers of smal | 


eR “Wa 
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MARCH 25, 1937 9 





To build business this year, 
you want these two great, 
modern lines of cross-cut saws: 
Disston and Keystone Made-by- 
Disston! Stock them completely for 
your trade. You will need no other 
cross-cut saws. You will be able to take 
care of the cross-cut saw demand, with a 
Disston perfected curved taper ground saw, 
in entire price range. Curved-taper grinding 
by Disston adds stiffness to blade where most 
needed, while assuring free-running, fast- 
cutting. Ask your jobber. Or write to 
Henry Disston & Sons, Inc., Philadelphia, U. S. A. 


NEW TEETH 


Keystone Made-by- 

* ; x) DisstonCross-cut Saws 

DisstonCross-cutSaws 3 eat eae pain” ance A 4 —_ 
; and u 

ant Keystone Mede- ) | forthomensy. Yeustall 
by-Disston Cross-cut margin is ¢ 
Saws both have Disston ee re assured by [| 
Curved Taper Grind, — oO yes Disston pric- 
—— Deaton Teeth x # a om a = 
and Disston Steel Plate ip , a Keystone tag, 
Etchings. v with the Disston 


Disston’s finest type of teeth is now used on price on it. 
the Disston line and the same on Keystone. 


HENRY DISSTON & SONS, INC., 354 TACONY, PHILADELPHIA, U. S. A. 


DISSTON ---KEYSTONE 
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SELL ONE to Another With 


DAZEY DEVICE 
AND THIS TINY 
BRACKET ON THE 
WALL WILL SELL 


ror” 4 KITCHEN 
AIDS.. 


A Powerful Silent 
Salesman Hangs 
In Every Kitchen 
esti silsiati Where One or More 
“anee0o, {?_< DAZEYS Are in Use 


The former SPEEDO. Enthusiasti- 

cally advertised by nearly 3 million 

satisfied users. Supreme quality 

_— a “~— ae ae profits es ) = pss 

ilies ‘ * =< he 667 T’S almost unbelievable,” say hardware dealers 

‘ everywhere, “how soon a woman is back for 
another DAZEY kitchen aid after she has bought her 
first one!’ But, that’s to be expected. Each DAZEY 
device is designed for the highest possible efficiency 
and gives nothing less. Every time a user slips a 
DAZEY device in or out of that handy wall bracket 
she is reminded that there are other DAZEY devices, 
no doubt equally efficient, that she can use to good 
advantage. At other times the bracket is a constant 
reminder—always before her eyes as she works in her 
kitchen. That kind of selling power doesn’t take long 
as a rule to get results. 








* Prices quoted are 
minimum retail 


prices — slightly MILLIONS NOW IN USE 


DAZEY-SPEEDO higher west of : : 

SUPER-JUICER Rocky Mountains And think what it means that these sales creat- 
Another SPEEDO fa- E ing brackets now hang in over 3 million American 
a —,: kitchens! That prow , a of sac og - 

anes every community silently building up sales for loca 
‘cuishen, 4L00 Beate ; a ‘ dealers. Think, too, of the many thousands sold only 
pe an Pon Soa in the past few years al? working to make still more 
lery. No skill mooted. thousands of DAZEY sales! That’s why it pays to 
Patented “MAGIC | keep constantly reminding your trade that you not 
poo ol a ns = only handle DAZEY devices but that you nave them 

tetail.* Q - ALL! 


CAN OPENER Z Invaluable Selling Aid 
y Costs You Nothing 


Leads the field for sales in 
medium price range. Second y 
Ry a & petly ~ual If you do nothing more—always have one of 
around quality. $1.49 Retail.* a those handsome DAZEY display stands where 
every customer must see it. If you haven't 
already received yours, order at least six 
DAZEY devices from your jobber and advise 
us what you ordered. Your display stand will 
then be sent direct from the factory- -FREE 
DAZEY JUNIOR and fully prepaid. 
CAN OPENER 


ro ma Ke DAZEY CHURN & MFG.CO. 


same money will buy 
in cheaper openers 


one after another. Dept. C-12 4301 Warne Ave. 


Rapidly gaining in 


oe muita St. Louis, Mo. 
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WANTEL~ 


A WORD WITH RETAIL SALESMEN 
WHO KNOW HOW TO SELL... 


There’s a world of difference between “clerk” and retail 
salesman. The clerk merely takes merchandise off the shelf, 
wraps it, and accepts money. He’s getting nowhere. But a 
salesman, alert and ambitious, persuades his customer to buy 
the better grade of goods which gives better satisfaction— 
with greater profit and prestige to the store. He’s on his way 
up, toward a larger personal success . . . No real salesman 
willingly lets a customer buy Manila rope inferior to Plymouth 
Ship Brand Manila Rope in quality of material and workman- 
ship. To sell the better product—for your customer’s benefit 





and your own— 


Use These 6 Selling Points 


I. Plus values are offered by Plymouth Ship 4. Economy in rope is measured, not by price but 
Brand Manila Rope in greater strength and flexi- by length of safe service. Plymouth quality assures 
bility, longer safe service, and an ultimate economy users of 30% to 50% longer service in comparison 
impossible to find in inferior rope, because— with low-grade rope. 





%. Safety in rope is a matter of strength and re- 
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2. Better Grades of fiber —the stronger fibers, - t 

finer in texture, lighter in color, higher in lustre, are —_ ae ee a aca th _. — _ 

used exclusively in Plymouth Ship Brand Manila pate eeieitee ppt ee ee ee eee 

wai workmanship produce greater resistance to strain 
iil and wear. 


3. More careful preparation of fibers—scientific 
control of lubrication and cleaning processes before 
spinning results in maximum strength and service- 
ability of the finished rope. 


G. Controlled quality means that every coil of 
Plymouth Manila Rope is uniform in strength, de- 
pendability and value. It can be sold with absolute 
confidence. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS., AND WELLAND, CANADA 


Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, New Orleans, San Francisco 
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Quickly and easily removes 
dirt, grime and grease. For 
interiors and exteriors. 


Just spread it on—wipe it 
off. Dic-A-Doo cleans like 
magic—keeps hands lovely. 

















A cup full in a pail of water 
makes mopping as effective 
as scrubbing. 


Restores paint brilliance. 





No abrasives—a cereal prep- 





aration. Scores of uses. 










DIC-A-DOO 
PAINT BRUSH 
BATH 


Keeps brushes new. Restores old “hard” brushes. 
Quick Scseller. Enables you to sell better brushes. 
Sell one or more with every new brush. 2 doz. 
packages in self-selling display container. 
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EXTENSIVE SPRING AND FALL ADVERTISING 
IN THESE LEADING NATIONAL MAGAZINES 


DICADOO 
Women inte Your Store 


Women are quick to discover (and spread news about) 
anything that makes hard work easy. . . saves time .. . keeps 
the hands Jovely. Dic-A-Doo, the fastest selling Paint 
Cleaner, does all three! 

That’s why so many hardware and paint stores feature 
Dic-A-Doo in their advertising and windows. It brings 
women into stores they all too seldom frequent. 





ca 








But don’t overlook the large in- 
dustrial uses for Dic-A-Doo. And 
don’t forget to let your painter- 
customer know you carry it. 
There’s quick plus profits in han- 
dling Dic-A-Doo. Order from 
your jobber. 





1 1b. packages, 5 lb. bags, 
20 db. pails, 25 lb. bags. 





ORDER THIS Special Assortment No. 3 
FROM YOUR JOBBER 


Introductory assortment at a special price allows you over 60% mark-up. 


18—1 Ib. pkgs. DIC-A-DOO Cleaner $3.38 SPECIAL 

2 display containers, 5¢ Brush Bath . $1.60 

Free 1-0z. samples, circulars and display card } $4 x 15 
Regular Cost $4.98 

All in one convenient case. (Gross Weight 32 Ibs.) CASE 


PATENT CEREALS COMPANY pert. H-23 GENEVA, N. Y. 
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PERFECTION / 


... IN BEAUTY... IN PERFORMANCE 
... IN CONSUMER ACCEPTANCE = rarns 
... IN DEALER PROFIT 


LEADING THE PARADE of modern stove beauty is the 
PERFECTION Oil Range illustrated, No. R-879. It is followed 
by a complete, diversified line, all styled in the modern manner, all 
with beauty that goes deeper than appearance—the beauty of 


| Ve [ excellent performance. 
TD 16 “ VUATR HIGH-POWER PERFORMANCE —Upon the burners depends the 


c) [: kitchen satisfaction, hence the sales success of any oil stove. High- 
OF eal Y Power burners are known everywhere for their speed, cleanliness 


PERFECTION STOVE COMPANY 


Oll STOVES AND RANGES + OIL BURNING WATER HEATERS * OIL BURNING REFRIGERATORS 
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and precise regulation. A High-Power demonstration 


never fails to convince. 


Other sales advantages of Range No. R-879 are its con- 
venience features such as: an elbow-height oven and a con- 
cealed, unbreakable fuel reservoir holding TWO gallons. 


MORE THAN EIGHTY-TWO MILLION MESSAGES— 
PERFECTION consumer acceptance, built through years 
of quality manufacture, fair dealing and advertising 
dominance is invaluable to dealers. This year, more than 
eighty-two million advertising messages are appearing 
in publications chosen because they reach your customers 








Bi torso 
ee ‘ 


—not to mention the enormous coverage of PERFECTION 
24-sheet posters. : 

BANKABLE DEALER PROFIT—With PERFECTION’S 
dealer plans, the more PERFECTION goods you sell the 
bigger profit you make; and your profits are not eaten 
up with “grief” and “complaint service.” 

Why not concentrate on PERFECTION? Display PERFECTION 
stoves. Demonstrate High-Power. Use local advertising 
to tie-in with PERFECTION’S big campaign. Use the 
mats and posters that are yours for the asking. Write 
now for complete information. 


7829-A Platt Avenue::> Cleveland, Ohio 


OIL BURNING SPACE HEATERS * ROOM HEATERS © OIL BURNING AIR CONDITIONING HEATING PLANTS 
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A Guard shen Biteces efor’ wih Sickness For Your Customers 


m™~A, 
* he . TAYLOR OUTDOOR THERMOMETERS TELL YOUR 
* » CUSTOMERS HOW TO DRESS FOR COMFORT AND HEALTH 


HE thermometer business is flour- 

ishing. Sales of Taylor House- 
hold Thermometers since last October 
have led many stores to promote 
them more than ever before. 

One important fact that has helped 
stores to profit from Taylor is the 
new Taylor Guarantee which is fea- 
tured in national advertising. It is 
not hard to trade up when a customer 
sees the Taylor Tag on a thermom- 





eter the Five- Year Guarantee of 1. Temprite Window Thermometer .o0000.0.0......0.:00cccceseseseeeeeseeees $1.00 
Tested A ‘ 2. Window Thermometer Pas soiscsascaoancap eae ase 2.50 
—e ccuracy. 3. Window Thermometer De Luxe Model. .ooooooooooo.......c..cccc cee . 3.50 





TAYLOR INDOOR THERMOMETERS HELP TO GUARD 
AGAINST UNEVEN HOUSE TEMPERATURES THAT GIVE Right now it will pay to display and sell 


poate namie ne 3 5389 Taylor Indoor and Outdoor Thermometers 
with the Taylor Guarantee. There are com- 
plete Taylor Promotions to help you do it— 
promotions designed by specialists to fit 
large, small and medium sized stores. Get full 
information on these expertly made up pro- 
motions, which include window and counter 
displays, sales and merchandising material. 
Ask a Taylor Representative or your regu- 
lar supply house for this information. Taylor 
Instrument Companies, Rochester, N. Y. 








INSTRUMENTS 


Indoor, Outdoor, Cooking and Bath Thermometers 
— Stormoguides and other Weather Instruments. 


1. Indoor Desk Thermometer $1.00 4. Vogue Indoor Thermometer $2.00 
2. Normont Dial Humidiguide 2.50 5. Indoor Wall Thermometer 2.00 


3. Mayfair Dial Thermometer 2.50 6. Wall Thermometer 1.00 





18 HARDWARE AGE ; 









Never Such a BUY in QUALITY 
FLASHLIGHTS 



























OU know the new Winchester Bronze- 
lite No. 4817. Brilliant, golden-color, 
age-defying solid bronze popular style 2-cell 
spotlight. Featured in Winchester Flash- 
light Deal No. 60—a wonderful introduc- 
tory buy—one of the most popular sellers 
Winchester has offered in years. 

NOW you can offer your trade this same 
identical Winchester Bronzelite complete at 


A 20-Cent Reduction! 
Purchased in Deal No. 60 


Six No. 4817 Winchester 2-cell focusing 
Bronzelites, in full-view counter display as 






















shown below—conspicuously priced to re- 
tail complete at only 79¢. Together with 48 
‘No. 1511 Winchester Hi-Power Super Seal 
unit cells. All in Deal No. 60—list value 
$8.34—at Dealer’s net price of only $5.56. 
Dealer profit on each Deal, $2.78. 

Play up this remarkable new value. Fea- 
ture this Winchester Bronzelite complete 
as a leader. For ultra-fast turnover, pleased 
customers, good profit. 
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Ash your Jobbers Salesman. for pull details 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN., U. S. A. 


WINCHESTER 


TRADE MARK 


FLASHLIGHTS and BATTERIES 
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As modern as tomorrow, the smartest flashlight ever designed 
Mb shobtcjol-to Mb eB oloyotacotacblebbels Mand: aletctobelem stelolobitteoMmdel= 
diamond of all the metals ... more costly than 


platinum. Retails at $1.50 complete. 


Its a Masterpiece / 


Lifetime Rhodium 
FGinish! 


a Ray-O-Vac’'s 

= new colorful, power- 
, flashlight battery is 
“tops,” with an ARMORED TOP to 


protect the air tight wax seal... they cost 


no more than ordinary batteries. 


Here again this same modern treatment modified in a simpli- 
LT clo MB estos ebel=) amMEPM (ole (04 MU ole) olb I Lota i Cohi a bole Me (2i-)lo he MNES (0) a 
the first time in flashlights ... the focusing chro- 
mium finish SILVER STREAM .. . the 
finest dollar light ever created 
. a fast seller at 


$1 complete. 


DEAL 7 
Consists of Six 2 
cell focusing SILVER 
STREAMS in dynamic dis 
play, 48 Ray-O-Vac ARMORED 
§ U@) <i @r-) | (ps DY -1o (> aotey-t a LU 


OR MER UY rR EW GM 
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| Nis BILE 


for doors and wooden casement windows, eliminating 
the unsightly metal butt and permitting the streamlining 


of the door and frame in keeping with the modern trend. 


It is the last word in hinge design, beauty and conven- 
ience—it has all the good points of the old design with 


none of the weakness it may have possessed. 


The new design eliminates any possible sagging of 


the door. 


SOSS Invisible Hinges close past center thereby per- 
mitting the use of secret latches and to assure the door, 


without a latch, remaining in a closed position. 








HINGES 


the secret 


Te f:¥e] | 


This feature makes it hinge for 


panels. 


SOSS Invisible Hinges possess extraordinary strength 


with a smooth roller bearing action. 


Simple to install, requiring no extra effort or labor. Made 


in sizes to best fit the use for which they are intended. 


Attractively finished in dull brass but can be supplied 


in any desired finish at a slight additional cost. 


It is the hinge (invisible) of modern times. 


Extraordinary Strength * Non Sagging ° Safety 
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walls and doors, and also 

makes it possible to carry NH 

out the beauty of the | MV i" ‘tl 

smooth eye-appealing mi te A 
line of pianos, kitchen equipment, 7 
hinged table tops, furniture, store 
fixtures, etc. etc. 


Hinges cannot be removed when 
door or casement windows are 
closed, an important safety feature, 
worthy of consideration. 





SOSS Invisible Hinges are being extensively 
used in the finest homes, offices, public build- 
ings and hotels. 


¥ 


They have been adopted by a great many of 


. - Note the above door with the complete absence of 
the world’s foremost architects, and manu- any protruding butts. The beauty of the door and 


facturers of furniture, cabinets, pianos, etc. frame is brought out to best advantage by using 





SOSS Invisible Hinges can be obtained at all 


SEND FOR OUR NEW CATALOG OF THE 
COMPLETE LINE OF SOSS INVISIBLE HINGES 


SOSS MANUFACTURING CO. HINGES 
ROSELLE, NEW JERSEY 


Representatives in principal cities SEND FOR OUR NEW CATALOG ON 
THE FULL LINE OF SOSS IMPROVED 
INVISIBLE HINGES 
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FOLDING PARTITIONS 











Special Valspar RR sy 
Seon Sign Spectacular Sunburst 
. Display 


, = Attractive and effective F _ 
Valspar Glass Sign = DEALERS name} 


Outside Neon Sign 


48 Inches High 








Three Panel 


48 Inches High 


plus the world-famous 


Valspar name and 


Valspar products 


F REE! f Send for your copy of 
“100,000 Years” TODAY. 
peeran & COMPANY, 388 Fourth Ave., N. Y. C. 
VALSPAR $=: 
Kindly send me a copy of your booklet ‘100,000 Years.” I would 
like to know what other dealers say about the Valspar line. 


Paints and Varnishes DES Se A REE AI RS | 


SITES SIG LAAT AMEE TIN TET OTE ESO es es Sie , 


PAINT MAKERS FOR 105 YEARS | <ityend sts 
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++ 10 AMERICA'SF 
NEW U-S-S AMERICANF 


AMERICAN STEEL & WIRE COMPANY COLUMBIA STEEL COMPANY 


Chicago San Francisco 


TENNESSEE COAL, IRON & R. R. COMPANY UNITED STATES STEEL PRODUCTS COMPANY 
Birmingham New York + Export Distributors 





SFARMERS LIKE THE 
NFENCE ?... JHEY 00/ 


ZeCce 
Mills Running at Capacity to Supply the 
Demand for this New Long Life Fence 


@ Does the American farmer know a good buy when 
he sees it? You bet he does—judging from the tre- 
mendous reception the lustrous new U-S-S American 
Fence is getting! 

Mills are working at capacity to keep up with the 
demand . . . and the peak fence season is still-weeks 
away. 

Yet when you think of it, it’s not surprising. Put 
yourself in the farmer’s place: 

Suppose you were offered a fence that has always 
been the leading farm fence and is now made of a new 
patented LongLife Wire. Suppose you got with this 
fence a written guarantee of rust protection. And sup- 
pose that this fence didn’t cost you a cent more than 
ordinary brands. 

Which would you choose? 

Yes, those features—the complete rust protection — 
the guarantee—the no-higher-price policy—are ex- 
actly what this amazing new American Fence offers. 
And we’re spreading the news to farmers in the broad- 





HOW NEW PATENTED PROCESS GIVES 
3-WAY PROTECTION AGAINST RUST 


Wire core of full content 
copper-bearing steel. This 
resists rust. 


A zinc-iron alloy which 
f tight chemical 


with the steel, not 
ivst plated on. This alloy 
resists rust. 


Heavy outer coating of 
uniformly applied com- 
mercially pure zinc. No 
air holes or “bubbles” 
which permit rust to work in. 








est, hardest-hitting campaign in our history. (The 
American Fence salesman will show you exactly what 
the advertising coverage is in your community.) 

You can see what the new American Fence means to 
the fence dealer—in sales—in opportunity for profit. 


*Guarantee covers any type of U-S-S Fence such as Amer- 
ican, Anthony, Eli:cood, Prairie, Royal, Monitor, U.S. 





Big Cash Prize Contest 
CLOSES APRIL 15, 1937 


$2,600 Cash 


FREE TO DEALERS 


The contest: Farm residents write 50 words or less on the 
subject—“‘What I Like Be$t About American Fence”. 
For the best letters we will award the following prizes: 


First prize. . . $500.00 in cash 
Second prize. .... . . $250.00 in cash 
Third prize .........$100.00 in cash 
250 prizes of... . . $5.00 in cash each 


(Contest applies to any type of U-S-S Fence such as American, 
Anthony, Ellwood, Prairie, Royal, Monitor, National or U.S.) 


WHERE YOU COME IN 





In order to enter the contest 
your customers must call at 
your store for an official En- 
try Blank. On each blank is 
a place for your name. If an 
Entry Blank procured at your 
store wins a prize, you will be 
awarded the same amount of 


cash as the winning customer. 
All you do is help contestants, 
upon request, in preparing 
their letters. In cases of ties, 
duplicate prizes will be 
awarded. 

Contest closes midnight, 
April 15, 1937. 
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| Mickeys Dad is Smart! 
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(yclone\ + 
“Redtag % 
NARDWARE 
‘a Gene,| 


E knows what a hot one off the end of the bat can do 
H to a garage window. He’s got his windows covered 
with good tough hardware cloth. There’s a lot of this 
business available in every community. 

Whether it’s window screening, or rat-proofing a poul- 
try house, or sifting gravel, quality in hardware cloth is 
all-important. Cyclone not only leads in quality—you 
can cash in on Cyclone consumer acceptance, too. 


Mesh Stays Straight and True 
Cyclone “Red Tag” Hardware Cloth is made by a 





patented process so that every wire is straight as a die 
and every roll is uniform. 

Cyclone has solved the problem of even mesh. It is full 
gauge, woven straight and true, and it stays straight and 
true when used. After weaving, the fabric is given an 
extra heavy coating of pure zinc, galvanized very care- 
fully so as to avoid lumpy spelter. 


Order from Your Jobber 
Ask also about Cyclone Screen Cloth, Lawn Fence and 
Gates, Metal Baskets, Flower Bed Border. 
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U-S:-S CYCLONE ‘Re¢7fag” HARDWARE CLOTH {.s 


CYCLONE FENCE CO., General Offices: Waukegan, III. 


Pacific Coast Division: Standard Fence Co. United States Steel Products Company, New York 


Oakland, Calif. US) Export Distributors 
“WW ;/ 


UM@eeteD STATES STEEL 
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THE FLY-FIGHTING 





IG homes, small homes, they’re all the same to a fly, 
That’s why every home in your community is at some 
time a prospect for screen cloth. 

Remind customers that your store is the best place to get 
the best screen cloth. Put a simple display of “Red Tag” 
Cyclone Screen Cloth in your window, and on a counter. 
From coast to coast the Cyclone name stands for finest 
quality. Consumers know it and accept it as the best. 


Double Strength 


There’s no better Screen Cloth made than “Red Tag.” 
It lies flat and even, without curling, The galvanizing coat— 


SEASON IS ON! 





lustrous and heavy—resists corrosion. Double wire outer sel- 
vage gives double strength and rigidity to the fabric—makes 
it easier to stretch “square.” “Red Tag” Screen Cloth comes 
packed in a strong fibre carton which exactly fits the roll, 
protects it from damage, makes it easy to handle. Each roll 
carries an inventory tag which gives you, at a glance, the 
exact amount left in each carton. Makes inventory-taking easy. 
Order from Your Jobber 
Stock up on “Red Tag” Screen Cloth, Lawn Fence, Hard- 
ware Cloth, Flower Bed Border, Trellis, Metal Baskets. 


Every one of these items is a good seller right now! 


HO-s-s CYCLONE ‘Relay’ WIRE SCREEN CLOTH 


j 


CYCLONE FENCE CO., General Offices: Waukegan, Ill. ¢ Branches in Principal Cities 


United States Steel Products Company, New York 
) Export Distributors 


Pacific Coast Division, Standard Fence Co. 


Oakland, Calif. Us 
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FARMS, 
COURTRY AND 
SUBURBAN HOMES 





SUMMER COTTAGES, 
HOTELS, CAMPS, 
SERVICE STATIONS, 
TOURIST HOMES 
COUNTRY ESTATES, 
GOLF. COURSES, 
PARKS 


The National Cam- 
paign to Sell Running 
Water to the Rural Mar- 
ket, starting March Ist, 
1937, is now on in full 
swing. This Campaign 
presents greater oppor- 
tunities than ever to 
boost the sale of Myers 
Pumps and Water Sys- 
tems in your locality 
during the important 
Spring and Summer 
Seasons just ahead. 


SCHOOLS, CHURCHES, 
PUBLIC and PRIVATE 
BUILDINGS AND 
INSTITUTIONS 
CREAMERIES, DAIRIES, 
FACTORIES, ETC., ETC. 
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The Complete Line 
tor Every Purpose Start your drive today 
and tie in your activities 
with the two Blue Rib- 
bon Winners of all pre- 
vious campaigns—Myers 
Water Systems, recog- 
nized for their high quality and “Running Water, Your Fam- 
ily Deserves It,” recognized as the national slogan to improve 
living conditions in suburban and rural localities. 


TITANS SLU OOH TSUTOMU TTT 


Right now is the time to take advantage of this Blue 
Ribbon combination. Myers Quality plus the completeness 
of the Myers Line plus Myers Favorable Prices plus Myers 
National Publicity plus Power Company Cooperation plus 
Rural Electrification plus a Waiting Market—offer sales and 
profit values unequalled in history. 


A Myers Representative will see you soon. Wait for him, or write 
or wire us for complete information. 


m F.E.MYERS & BRO. &. 


ASHLAND, OHIO. 
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= lesco LONG CHIMNEY 


iia al KEROSENE RANGES and STOVES 


ae Designed and produced by the world’s largest manufacturer of kitchen 


furnishings, the new Nesco Long Chimney Ranges and Stoves have 
passed 100%, with flying colors, every conceivable test. The new line 
completes the largest, finest, and most attractive selection of kerosene 
burning devices on the 1937 market . . . Nesco’s steady rise into Nation 
Wide popularity has been inevitable! The reasons? 

Popularly priced for volume selling. 

Installment selling made attractive through longer profits. 
Nesco’s Superiority means satisfied customers. 

Nesco wares are used daily in most American homes. 


Nesco Models possess every feature desired by the 
American Housewife. 


Nesco’s Stove Line is complete — a model to fit the re- 
quirement of each home. 


NESCO IS A HOUSEHOLD WORD 
Take advantage of these sales producing factors and 
reap the larger profits that this, the world’s most com- 
plete line of popularly priced Kerosene Ranges and 
Stoves, will bring you. 








NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 449 N. TWELFTH STREET, MILWAUKEE, WISCONSIN 
Factories and Branches: MILWAUKEE — CHICAGO — NEW YORK — BALTIMORE — PHILADELPHIA — GRANITE CITY, ILL. 


ENAMELED WARE JAPANNED WARE TIN WARE GALVANIZED WARE ELECTRICAL APPLIANCES KEROSENE RANGES AND 
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IN PUTTY—CAULKING—GLAZING COMPOUNDS 


Success Through the Policy of Specialization — Research — Rigid Laboratory and Factory Control 





Back in 1922, this organization started in busi- 
ness, with a total floor space of only 400 square 
feet. By 1924, in two short active years, this was 
increased to 3,000 square feet. 


The policy of specialization determined upon at 
the founding of this business has been constantly 
kept in the foreground and this determination, sup- 
ported by research and rigid laboratory and factory 
control, has resulted in a gradual steady growth so 
that today over 26,000 feet of floor space are in 
active use for the production of products required 
by our Trade. 


Back in 1922, distribution was confined to Metro- 
politan Boston. Today Sterling Plastic Products, 
i.e.: Putty, Caulking and Glazing Compounds are 
distributed by most of the important houses on the 
entire Atlantic seaboard and on the Gulf of Mexico 
as far west as Louisiana. 


If you feel you should do more business in Putty, 
Caulking and Glazing Compounds... if you would 
like to know how some of our important customers 
increased their volume by changing over to our line 
. .. we will welcome an inquiry from you. 


|) RRO 
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STERLING PAINT & VARNISH COMPANY 


MALDEN, MASSACHUSETTS 


GET 
GOING 


WITH 





The record breaking volume of 
bicycles being sold these days 
means business for Shelby dealers. 
Their profits show, in dollars and 
cents, the sales appeal of modern 
streamlining, smart good looks and 
fine workmanship. If you want 
your share of bicycle business this 
year, complete information about 
the 1937 line of Shelby Bicycles 
will interest you. Ask for it. 


The Shelby Cycle Co. 


110 Mack Avenue, Shelby, Ohio 


Western Office and Assembly Plant 
935 S. Wall Street, Los Angeles, California 
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HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 


Factories: Wilkes-Barre, Pa. Passaic, N. J. 
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Sell Faster— 
Bring More Profits 


SOLD ONLY THROUGH YOUR JOBBER 


© THE WORLD’S FINEST GRASS SHEAR 


There’s a big market for Doo Klip Grass Shears—and a real profit in every sale. 
Customers like the “feel”? and balance of Doo Klip. It fits the hand and doesn’t 
tire the user. 

Overall length 11% inches—cutting capacity, 54% inches. High carbon, cold 
rolled steel blades, cadmium plated to resist rust or acid. Patented toggle action 
stud assures constant self-tension and self-sharpening. No adjusting, no spring- 
ing, no “pinching”—-single nut takedown action for cleaning. Finished with jade 
green enameled handle. 

For complete information on Doo Klip Grass Shears wire or write: 


ALLIANCE MANUFACTURING COMPAN 
ALLIANCE, OHIO 
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ACCLAIMED AT EVERY HAND This General Electric Hotpoint Mixer sings 
a song of speed. It's the easy way to beat 


GENERAL ELECTRIC HOTPOINT (32 whip up Batter, mix cakes... and 


it saves time and effort too. 


PORTABLE MINBSR tsa oom 
juices oranges, three times as fast, at the 

WITH AUTOMATIC JUICE EXTRACTOR touch of a finger. Actual tests show it 

gets more juice in less time than any 


NEW eee EXCLUSIVE other extractor. 


This handsome General Electric Hotpoint 
Portable Mixer complete with Automatic 
Juice Extractor sells for $21.95. All the 
necessary additional accessories are avail- 
able at slight extra cost. 


@ 


GENERAL 
ELECTRIC 


Hotfiel 


4 R S APPLIANCE AND MERCHANDISE DEPARTMENT 
a BRIDGEPORT, CONN. ONTARIO, CALIF. 











RESEARG weeers GENERAL ERECTRIC YEARS AHEAD 4 
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“ASK ANY MECHANIC” 
he'll tell you wan SU 




















"THE MORE A MAN ON 
KNOWS ABOUT TOOLS | 
THE MORE THE NAME 
‘KRAEUTER' MEANS 
TO HIM" 

















We show here three attractive Display 
Panels of Kraeuter Tools, featuring 
assortments that are in everyday de- 
mand. These Displays will help in- 
crease your sales and cut down your overhead because they make it so easy 
for each customer to find the tool he wants and also suggest the sale of others. 

These tools have been carefully select- # 
ed from the best selling numbers in the 
Kraeuter Line. Experience has shown that 
the use of Displays is so profitable to our ; 
dealers (and indirectly to ourselves) that 
we gladly supply them FREE with each 
complete assortment. For full information, 
write Kraeuter & Company, Dept. “HA”. 


























a 
No. 15 - Assortment No. 57 - Assortment 
In Panel 14”x 52%”. List Price $29.39 In Panel 15%2"x 44”, List Price $28.40 
» 
KRAEUTER & CO. | 
(Pronounced KROY-TER) x , 
NEWARK, N. J. ‘ : 
. " - No. 52 - Assortment e 
Manufacturers of Highest Quality Pliers and Tools Since 1860 In Wall Case 33"x 17"x 3". List Price $44.60 ‘ 
. a 
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WITH THE 
WINNING HOME LAUNDRY 


COMBINATION FOR 1937 
F | 


NORGE AcLobucle WASHER 
nonce Oodteo€ Inoner 


You have a better than even chance to sell two appli- 
ances when a prospect walks in to look at a Norge 
Autobuilt Washer or Duotrol Ironer. And if a prospect 
buys only one, you still have her as a prospect for the 
other. 

A combination of better-than-expected performance 
and the wide public acceptance of the name Norge as 
the standard of dependability in home appliances 
gives Norge dealers a double opportunity to win sales 
of home laundry equipment. 

The Norge 1937 advertising and sales promotion 
| program is the greatest in Norge history. Write for 

full details of the Norge dealership proposition. 
Liberal finance plans make it easy to be a Norge dealer. 
If you want to make money—and increase your earnings 
year by year—you owe it to yourself to in- sg. 


vestigate what Norge has to offer. = 


NORGE DIVISION Borg-Warner Corp., Detroit, Michigan 
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See THE DIFFERENCE! 
Sell THE DIFFERENCE! 


Packet THE 


DIFFERENCE! 










ROLLATOR REFRIGERATION (Domestic and Commercial) e GAS AND ELECTRIC RANGES e WASHERS AND IRONERS ¢ WHIRLATOR 
OIL BURNERS ec GAS BURNERS ¢ FINE-AIR FURNACES eo COAL STOKERS o AIR CONDITIONING eo CIRCULATOR ROOM HEATERS 
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1 BRING CUSTOMERS @ One good turn deserves another. That’s how 
BACK FOR OTHER 
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WOOD’S Shovel customers will feel about your 
store. They invariably get the habit of patronizing 
EXCEPTIONAL your store for other merchandise, because the in- 
built quality and convenience of the WOOD’S 
Shovel you sold them, sold them also on you! 





Practically every important advancement in 
shovel design has been pioneered by WOOD'S. 
That’s why every WOOD’S Shovel or Scoop, re- 
gardless of type or price, offers more salable 
features than the ordinary shovel. The turned 
shoulder, the tapered socket, the heat-treated steel 
blade — each of these features offers major selling 
advantages. And the famous (and exclusive) 
Closed Back design proves not only a revolutionary 
convenience to users, but it also reduces your 
shovel inventory, for the WOOD’S Closed Back 
supersedes strap-weld, solid shank and hollow 
back shovels — it answers all needs! 

The net of the WOOD’S line is a greater profit 
opportunity for you! Why not get complete de- 
tails of the famous WOOD’S brands: Big Fist, 
Stuart, Wilson and Piqua. Write your jobber, or 
direct to us. THE WOOD SHOVEL AND TOOL 
COMPANY, PIQUA, OHIO. 





SELL THE SHOVELS THAT SELL THEMSELVES 


1 The Closed-Back— provides smooth 3 The Tapered Soeket — strong and 


back with unrivaled strength of one- solid because both blade and socket are x 
piece design . . . also new simplicity of heat-treated, fits the hand. ¥ i ior & 
handle replacement. ‘4 Heat Treating — makes high-grade P Pecne SHOVEL AND TaN & 
2 The Turned Shoulder — strengthens steels in Big Fist, Wood, Stuart and Ee 
blade, saves shoes. Wilson grades hard, to resist wear. 


A. O10, USA 























Shovels + Spades - Scoops 
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OPPORTUNITY-— 


To the serious minded young 
man no single phase of the hard- 
ware business today offers so much 
fascinating and salary boosting 
opportunities as the builders’ 
hardware department. Many thou- 
sands, now in the hardware busi- 
ness, do’ not remember the last 
building boom in this country 
and so may not immediately sense 
that another such boom of greater 
permanency is now well under 
way. I say “greater permanency” 
because 270,000 residence build- 
ing permits issued in 1936 show 
that 92 per cent of such “homes 
and lots” represented individual 
investments of less than $10,000. 
It is among such home building 
that hardware stores, generally, 
enjoy their greatest builders’ hard- 
ware sales. Builders’ hardware is 
most basic among hardware store 
lines and is a department, which 
if properly developed, is highly 
profitable and the stepping stone 
to further store sales when the 
new home is occupied. Good 
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builders’ hardware men are not 
born—they are made. And Harp- 
waRE ACE proposes to help thou- 
sands of alert hardware men be- 
come competent builders’ hard- 
ware men, through a new and 
unusually informative editorial 
feature entitled “Taking the Mys- 
tery Out of Builders’ Hardware.” 
This new series, announced more 
fully elsewhere in this issue, will 
be elemental in the beginning, 
but as it develops there will be 
points of education, inspiration 
and information which will actu- 
ally thrill as well as help even 
the seasoned builders’ hardware 
man. 


DEDICATION— 


This new editorial series is 
dedicated to bringing back to the 
hardware stores of this country 
a full share of the builders’ hard- 
ware business which will be sold 
in the next ten years. It aims to 
start younger men thinking about 
their future in the hardware busi- 
ness and invites them to embark 


upon builders’ hardware as a 
life’s career—a veritable profes- 
sion with future compensation 
limited only by the relative ap- 
plication of the man who decides 
to follow this field and who thus 
plans to follow and study Harp- 
WARE AGE’s latest editorial con- 
tribution which will start in the 
April 22 issue. I urge you first 
to read the four-page announce- 
ment, in this issue, and the fur- 
ther explanatory announcement 
that will appear in the April 8 
issue. These tell an important 
story to all hardware men who 
seriously seek a worthy financial 
return for a worthy effort. 


THE AUTHOR- 


This new builders’ hardware 
series is actually a_ textbook 
course of instruction for builders’ 
hardware men and for men who 
want to become proficient in this 
field. Adon H. Brownell is the 
author of this new editorial fea- 
ture, “Taking the Mystery Out 
of Builders’ Hardware.” He has 
manufactured and sold builders’ 
hardware for more than twenty- 
five years—and has started hun- 
dreds of young men on the road 
to success in this field. He has 
conducted schools of instruction 
for manufacturers, wholesalers 
and retailers and brings to the 
latest HARDWARE AGE contribu- 
tion a rich background for help- 
ing men succeed in the builders’ 


hardware field. 
PROCEDURE- 


The procedure for getting the 
greatest value out of HARDWARE 
AcE’s new editorial series, “Tak- 
ing the Mystery Out of Builders’ 
Hardware,” is extremely simple. 
Starting with the April 22, 1937, 
issue of HarpwarRE AcE each 
issue will contain a helpful les- 
son or installment on this en- 
grossing subject. Plan to read 
and study seriously each chapter 
—save your copies and refer back 
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TEETH THAT BITE 


@ All wild animals must fight to live. For self preservation nature 
equips them with sharp teeth, firmly set. 

Atkins spent 80 years engineering saw teeth ... giving them the 
proper set to cut wood, ferrous and non-ferrous metals, plastics or 
stone. Expert metallurgists developed Silver Steel . . . the finest saw 
steel known . . . which gives these teeth their strength and long life. 

That's why Atkins Saws cut easy, fast and clean... That’s why 
they give you the maximum in production with a surprising economy 
and a minimum of benching. 

Atkins Silver Steel Saws have the “‘teeth that bite.’ 


E. C. ATKINS AND COMPANY INDIANAPOLIS, INDIANA 
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to them as necessary. If an in- 
dividual copy is not always avail- 
able for your use, drop HARDWARE 
AcE a line and become a sub- 
scriber in your own name. The 
modest subscription fee of $1.00 
per year is the best investment a 
young hardware man could make 
to help assure his future. This 
one feature alone, if studied, will 
enable him to increase his earn- 
ing power considerably and make 
his daily work more pleasant. 
Many merchants and wholesalers 
will seize the opportunity to help 
increase the usefulness of deserv- 
ing clerks and salesmen by plac- 
ing subscriptions for them. To 
such forward looking hardware 
business wholesale or retail exec- 
utives we invite instructions to 
add to our lists of readers the 
names of likely young men. It 
is an investment in your future 
as well as their own. 


RESALE LAWS- 


State resale price maintenance 
laws are being considered in half 
of the forty-eight states in the 
Union. In each case, the organ- 
ized opposition comes from large 
city department stores, chain store 
groups, etc.—the very competitors 
of independent dealers, which 
have brought about the need for 
some regulation of this nature. 
The subject is very active cur- 
rently, and, as usual, the big 
town newspapers are publishing 
very biased “news” stories—play- 
ing up the viewpoint of the big 
stores both in headlines and in 
the body of the stories. The rea- 
sons for the wave of interest in 
resale price maintenance laws 
seem to completely escape these 
news pages. The public is told 
that smaller, independent retail- 
ers are inefficient, want larger 
margins and generally are anx- 
ious to gouge the public. Such 
unfair nonsense is being given 
widespread treatment in the daily 
press. The truth of the matter is 
that department stores and chains 
fear that resale price laws, tied 
up with the Robinson-Patman 
Law, may take away some un- 
earned extra advantages. 


SILLY ARGUMENTS— 


It is a silly argument to say 
that resale price laws put con- 
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sumers at the mercy of manufac- 
turers. For if a manufacturer 
tries to hold an umbrella over 
his goods to anything like a 
“souging” degree, his competi- 
tors will make short work of him. 
I do agree that it is unfortunate 
that under existing and proposed 
resale price laws, manufacturers 
may have too much control to the 
possible detriment of wholesaler 
and retailer interests—but as a 
starting point such legislative ac- 
tivity necessarily starts with legal- 
ized resale price contracts on 
branded goods. I further believe 
that if our present type of resale 
price laws are not satisfactory 
we can surely expect revisions, 
amendments and further studied 
experimentation. I sense very 
definitely a trend toward regula- 
tion of distribution to cure the 
inequalities that have long ex- 
isted and, basically, welcome this 
trend. 


MACY’S THREAT-— 


As always, R. H. Macy & Co. 
of New York City is a most ar- 
ticulate opponent of resale price 
control. In New York State, the 
Feld-Crawford Law has been re- 
instated by the Court of Appeals. 
Macy now threatens solely in the 
interest of the “dear public,” of 
course—to identify merchandise 
subject to price control in com- 
parison with its own brand of 
goods which it promises to be as 
good at much lower prices. This 
will be an interesting battle and, 
of course, Macy is a most com- 
petent scrapper in such matters 
with a few victories on the rec- 
ord. Those who remember the 
NRA Retail Code struggle will 
recall the active part played by 
Macy’s president, Percy Straus, 
brother and successor (as presi- 
dent of Macy’s) to the late Jesse 
Isadore Straus, who was then 
U. S. Ambassador to France, ap- 
pointed by President Roosevelt. 
Percy Straus successfully op- 
posed clauses in proposed codes 
which would have curbed adver- 
tising claims and eliminated loss 
leaders. He was often almost 
alone among a thousand at the 
hearings, but he was very suc- 
cessful, as were his associates 
who seemed to pop up at every 
turn in NRA developments. 








SALESMEN’S 
COMMISSION-— 


One reader, from the Far West, 
tells of a factory which says the 
Robinson-Patman Law _ prevents 
giving a commission on orders 
that come direct from a customer 
on the basis that the law pro- 
hibits giving unearned considera- 
tion for services not rendered. 
This is the strangest argument I 
have heard on this subject. Tak- 
ing it literally, this particular 
factory believes that no service 
has been rendered by a salesman 
unless he handles the actual order 
at the time of his call. Whereas 
the truth of the matter should be 
a realization that the salesman 
who calls steadily in the interest 
of any line is actually rendering 
a service no matter when or how 
the order actually comes to the 
factory. 


6500 BILLS-— 


As we go to press with this 
issue, the present session of Con- 
gress has introduced and to some 
extent considered more than 6500 
separate bills. Many of these 
vitally effect all business and some 
are particularly important to those 
engaged in distribution. I urge 
your earnest attention and care- 
ful reading of an article, in this 
issue, by Morgan Farrell. He out- 
lines and classifies the proposed 
laws, among the 6500, which ef- 
fect the hardware business. Too 
often, bills become laws through 
indifference of interested business 
men who either don’t have the 
opportunity to find out what is 
going on in Washington or who 
do not take the trouble to do so. 
After a law has been passed it is 
too late to get excited. The time 
to protest is before the two Houses 
of Congress proceed to ballot on 
a proposed legislative effort. This 
is particularly important with this 
Congress and the incumbent Ad- 
ministration — for never before 
have we witnessed so many experi- 
mental legislative programs. Too 
many of these proposed laws seek 
to regulate business, yet are 
offered and written by lawmakers 
who in the majority are com- 
pletely innocent of any known 
successful business experience or 
apparent talents for understand- 
ing business and its requirements. 
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Miller-Tydings Bill Likely To Pass 


Would Legalize Resale Price Maintenance 


Permits Manufacturer to Establish Resale Price, in State 


Having Resale or Fair Trade Practice Act, Regardless of 
What Other or How Many State Lines Crossed by 


Goods in Transit. 


HE Miller-Tydings Resale 
Price Maintenance bill was 
reported favorably to the 
House of Representatives March 
11 by the Committee on Judiciary 
and also has been reported favor- 
ably by a sub-committee of the 
Senate Judiciary Committee to the 
full committee. It is expected that 
the bill will be taken up on the 
House floor soon. Only technical 
and unimportant changes were 
made in the bill as reported to the 
House. 

While prophecy may be unsafe, 
present indications are that this 
legislation, which has been before 
Congress in one form or another 
for more than a decade, likely 
will pass at the present sessions. 
It will, however, be delayed in 
getting out of the Senate Judiciary 
Committee, as it is expected to do, 
by reason of the hearings before 
that committee on the President’s 
plan to reorganize the judiciary. 
That the bill will pass the Senate 
is indicated by the fact that it did 
so at the previous session without 
any objection. It did not get to 
the House floor at that time. 

The legislation has been given 
stimulus because of recent de- 
cisions of the Supreme Court, 
which upheld the constitutionality 
of the Fair Trade Practice Acts of 
California and Illinois. 

The bill would legalize the 
maintenance, by contract, of re- 
sale price of branded or trade- 
marked goods, which are in free 
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“Loss Leader” Sales. 


By L. W. MOFFETT 


Washington Representative of 
HARDWARE AGE 


competition with other goods of 
the same general class. The House 
Judiciary Committee report, made 





L. W. MOFFETT 


by Representative Miller, Demo- 
crat, of Arkansas, pointed out that 
“sound public policy on the part 
of the Federal Government lies in 
the direction of lending assistance 
to States to effectuate their own 
public policy with regard to their 
internal affairs. It is submitted 
that this is especially true where 
such assistance, as in this instance, 
consists of removing a handicap 
resulting from the surrender of 
the power over interstate com- 
merce by States to the Federal 
Government.” 

The legislation would thus per- 
mit a manufacturer to control his 


Outstanding Objective to Eliminate 


resale price in any state having a 
fair trade practice act, regardless 
of what or how many state lines 
his goods cross in shipment. The 
outstanding objective of the legis- 
lation is to prevent “loss-leader” 
selling. 

The committee report said that 
the anticipated economic effects 
of the legislation were presented 
by both proponents and oppo- 
nents in the hearings held by the 
sub-committee of the House Ju- 
diciary Committee in charge of 
the bill. On the one hand, it was 
stated that predatory price cutting 
of monopolistic large distributors 
to crush small businessmen. On 
the other hand, the report said, it 
was contended that price main- 
tenance legislation tends unduly 
to enhance the price of goods to 
the consumer. To this argument, 
said the report, it is answered that 
the free play of competition be- 
tween products of different manu- 
facturers of the same general class 
will present such a result. 

The committee said, however, 
that the legislation merely seeks 
to help effectuate a public policy 
so fixed in a State. It has no ap- 
plication to any state which does 
not see fit to enact a fair trade 
act. 

Assuming the same attitude that 
they took toward the Patman- 
Robinson Anti-price Discrimina- 
tion Bill, prior to its enactment at 
the last session, Representative 

(Continued on page 101) 
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Change Builders Hardware 
from Mystery to 


BUILDING activity is increasing rapidly all over the 

country, and hardware men have a new opportunity 
to revive the profitable and interesting builders’ hard- 
ware department on a sound, practical basis. In a new 
series of articles, amounting to a text book course in 
developing a profitable builders’ hardware department, 
Adon H. Brownell will teach the student, through the 
columns of “Hardware Age,” what the stock contains, 
how to display samples, sell the goods, take off plans 
and service the job. 


This Series 


of Articles 
is entitled The first Chapters begin April 22nd, 1937 


Taking the Mystery Out of 


HARDWARE AGE 











OT since the establishment 
of Harpware AGE have 
the editors offered its 


readers a more vital opportunity 
to improve the condition of their 











business and their own economic 
position. 

The plan of this editorial series 
will be to take a suggested stock 
of $500, many of the items al- 
ready in the store, explain stock 
arrangement, discuss turnover and 
profit; develop from this small 
beginning (a model stock) into 
a larger one, a bigger store, a 
complete builders’ hardware de- 
partment, teaching the builders’ 
hardware man the finer points of 
the business as the stock grows. 

The nation is demanding trained 
men in builders’ hardware. We 
have already launched upon a 
great building revival, one that 
will surpass anything we have 
seen in many years. It is esti- 
mated that there are some 6,000,- 
000 new homes needed in this 
country today, to say nothing of 
the large number of buildings of 
other and more extensive types. 
Here is the opportunity to re- 
build your business, your hopes 
and dreams, knocking loudly at 
your door. If you are a young 
hardware man with ambition, here 
is your chance to make a place 
for yourself—a respected, useful 
and happy place in the building 
of a new America—homes, office. 


industrial, and public buildings. 


This course of reading and 
home study will not be a hard 
and irritating grind, but a pleas- 
ant period of instruction, carry- 
ing insurance of a wider use- 


Suilders Hardware 
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through this new course 
of reading in Hardware Age 


fulness and success in life. Begin 
with the first article, in the April 
22, 1937, issue of HARDWARE AGE 
—make ten years’ progress in 
two or three or less; be ready to 
enjoy prosperity—it costs you 
nothing but your spare time and 
attention. It is HARDWARE AGE’s 
contribution to the restoration of 
the builders’ hardware business 
to the retail hardware merchant. 
This profitable business can be 
brought back where it belongs, 
but you must bring it back, and 
you can do it with comparative 
ease if you will train yourself. 

The importance of this series 
of articles to the independent 
hardware dealer now familiar 
with the tendency of builders’ 
hardware business to go _ into 
other channels of distribution is 
obvious. To share in this plan, 
enroll ygurself, or one or more 
of your sales force, to follow the 
series. Select a live-wire personal- 
ity to take up this fascinating and 
profitable work—a work that will 
bring him in touch with highly 
intelligent men: architects, con- 
tractors and builders. Become a 
specialist in an important line 
rather than remain satisfied with 
every day usefulness. Send us 
the names of those on your staff 
who are interested. 

These articles will begin with 
elementary factors. They will de- 
velop to a point that will be 
worthy of your best mental effort. 


Turn This Page 
And Meet the Author 








ADON H. BROWNELL 


Author of the series of arti- 
cles “Taking the Mystery Out 
of Builders’ Hardware.” 


A Lifetime of Builders’ Hardware Experience 


Mystery Out of Builders’ Hardware,” has manufactured, sold and installed 

builders’ hardware for more than twenty-five years. For manufacturers, 
wholesalers and retailers he has conducted schools of instruction, equipping many 
young men to take their proper places in the builders’ hardware field. 

Mr. Brownell is numbered among the outstanding builders’ hardware men of 
this country. He began his career in this field as a protege of C. E. Dudley, Provi- 
dence, R. I., dean of builders’ hardware men, and also known as one who trained 
many good men for this field. 

Successively, Mr. Brownell was manager of the builders’ hardware departments 
for J. Russell Co., Holyoke, Mass., Fort Pitt Hardware Co., Pittsburgh, Pa., The 
George Worthington Co., Cleveland, Ohio, H. D. Taylor Co., Buffalo, N. Y., and 
others. At one time he was assistant sales manager for Russell & Erwin Mfg. Co., 
New Britain, Conn. At present he is the general manager of H. D. Taylor Co., and 
president of the Erie Hardware Co., Erie, Pa. 

From this rich background of practical experience, Mr. Brownell will draw 
a wealth of helpful material for the editorial series “Taking the Mystery Out of 
Builders’ Hardware.” 


1a H. BROWNELL, the author of this new editorial series “Taking the 
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Census Shows Chain Slump 


Proportion of Total Retail Volume for 1935 





Only 22.8%, but There Are Reasons 


INCE chain stores have fur- 
S nished the most important de- 

velopment in the field of mar- 
keting during the last twenty years, 
since they have introduced more 
economical and efficient methods of 
retailing than we have ever had 
before, and since they have become 
the victim of discriminatory and 
punitive taxes in many States—any 
light that is thrown on their prog- 
ress, or lack of progress, is of spe- 
cial importance to marketing and 
advertising men. 

Thus it is that real interest at- 
taches to Volume IV of the Bureau 
of Census reports on Retail Distri- 
bution for 1935 which has recently 
been issued. It deals with “types 
of operation” and affords an op- 
portunity to study the progress of 
chain stores from 1929 through 
1933 and 1935, the three years for 
which censuses of retail distribution 
have been taken. 


Independents Do 73.1% 


First, to quote general figures: In 
1935, total retail sales were $33,- 
161,000,000. Of this total, inde- 
pendent retailers did $24,246,000,- 
000, or 73.1 per cent; chain stores 
did $7,550,000,000, or 22.8 per cent. 
These two classifications accounted 
for 95.9 per cent of the grand total; 
the remaining 4.1 per cent consisted 
of “leased departments,” “utility op- 
erated,” “mail order,” “State liquor 
stores,” etc. Incidentally, “con- 
sumer co-operatives” about which 
so much has been heard recently, 
are included in “other types” which 
together did 0.8 of 1 per cent of the 
total retail volume! The Census 
Bureau will issue a special report 
on these co-operatives. 

That chain stores accounted for 
only 22.8 per cent of the total vol- 
ume of retail sales may come as a 
surprise to many people who have 
thought that the chains have been 
capturing the retail trade of the 
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By L. D. H. WELD 


Director of Research, 
McCann-Erickson, Inc. 


Reprinted from Printers’ Ink 


country and who have not been 
following the Census figures. These 
over-all figures for the country 
mean little, however, and the true 
picture can be seen only when we 


examine the proportions that chains 
account for in important individual 
trades, and in different parts of the 
country. 

A point that has already been 
emphasized in press stories on this 
new Census volume is the fact that 
chains have apparently lost ground 
since 1933. The percentages of 
total volume that chains did in the 
three census years are as follows: 


CHAIN-STORES’ PROPORTION OF TOTAL VOLUME, 1935 


Chart I 


Selected Trades 


(SELECTED TRADES) 





Cont of Totel Volume 
» oo 





VARIETY STORES 


GROCERY (with meat) 


GROCERY (without meat) 


LUMBER AND BUTLOTEO 


PILLING STATIONS 


PAMTLY CLOTHING 


RESTAURARTS 


FURNITURE. 
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Proportions Handled by Chains 


Grocery stores (without meats) . . 


Combination (grocery and meats)....... 


Filling stations .... 
Department stores ......... 
re 
Men’s clothing and furnishings . 
Women’s ready-to-wear . 

Shoe stores . a 

Furniture bak eo ore 

Cigar stores and stands 

Drug stores ......... 

Jewelry stores ... Se 
Hardware and implement 





1935 1933 1929 
Per Cent Per Cent Per Cent 
38.2 45.0 45.7 
39.1 43.7 32.2 
pe pa BS 35.5 33.8 
A ece 26.7 23.9 16.7 
90.8 91.2 90.1 
21.0 22.0 21.2 
25.2 23.3 22.7 
50.0 46.2 38.0 
13.5 14.2 14.2 
35.8 33.9 25.1 
27.0* 25.1 18.5 
8.9 5.9 6.4 
4.3 4.1 (no compara- 
tive data) 


*Obtained by combining stores with fountains and stores without fountains. 
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Per Cent of Total 
1929 
1933 25.4 
1935 22.8 


In other words, chains increased 
their proportion substantially from 
1929 to 1933, but dropped off, rela- 
tively, in 1935. Does this mean that 
the trend toward chain stores has 
really been arrested? Possibly so, 
in view of the imposition of chain- 
store taxes and other legislative im- 
pedimenta. However. it may be 
dangerous to draw definite con- 
clusions from figures for only the 
two years 1933 and 1935. The sit- 
uation may be a temporary one, and 
Census data are not necessarily 100 
per cent accurate. 

It is indeed possible, however. 
that ertificial restraint and dis- 
couragement of chain stores may 
have had their effect. Also, it is 
possible that chain stores may have 
more nearly reached the limits of 
their development, due to their in- 
creasing services and costs, and to 
the greater efficiency of indepen- 
dents (brought about largely by 
competition of chains). The _ in- 
creased competition of voluntary 
chains in the food field, classed as 
independent stores by the Census 
Burean, has also had its effect. They 
use chain-store methods to a large 
extent. 


Independents Increase 


Looking at the actual number of 
stores, independents increased from 
1,349,356 in 1933 to 1,474,149 in 
1935. Chains, on the other hand. 
decreased from 141,676 to 127.482. 
a drop of 14,194 stores. It is in- 
teresting to note, however, that the 
Census reports a drop of 16,45] 
chain filling stations alone from 


1933 to 1935—-a figure greater than 
the drop in the total number of 
chain stores. On the whole, chains 
have been following the policy dur- 
ing depression of slow expansion, of 
culling cut unprofitable stores, and 
of increasing efficiency of individual 
units. The actual number of inde- 
pendents and chains gives little idea 
of their relative importance. Inde- 
pendents accounted for 89.1 per 
cent of all stores, though they did 
only 73.1 per cent of the dollar 
volume. Chain stores constituted 
7.7 per cent of the number of stores, 
but did 22.8 per cent of the busi- 
ness. The explanation is to be 
found in the fact that average sales 
per independent store were only 
$16,450 in 1935, whereas average 
sales per chain store were $59,200. 


What Has Happened Since 
1929 


We are now ready to see what 
has happened since 1929 in indi- 
vidual trades. In the first place. 
Chart I shows the proportion of 
total volume done by chains in lead- 
ing trades in 1935. It will be seen 
from this that chains handle over 
90 per cent of the business of 
variety stores, which consist mainly 
of stores selling at five and ten 
cents and up to one dollar. Half 
of the retail shoe business is in the 
hands of chains. Groceries come 
next with nearly 40 per cent. At 
the bottom of the chart it will be 
seen that chains have made rela- 
tively little headway in the furni- 
ture, jewelry, and hardware trades. 

The table on page 24 shows the 
percentages of total volume handled 
by chains in the principal trades in 
1929, 1933 and 1935. 


This table shows important 


CHAINS’ PROPORTION OF TOTAL SALES 


Chart I 


DIST. OF COLUMBIA 
ILLIwors 
MASSACRUSETT* 
RHOVE ISLANL 
CALIFORNIA 
MINWESOTA 

BONTAMA 

WYOMIne 

ARKANSAS 


MISSISSIPY: 








Per Cent of Total Retail Volume 


Five Highest and Five Lowest States 











changes. Grocery chains, though 
they recorded an increase from 1929 
to 1933, have since shown a definite 
decline. Filling station chains regis- 
ter the biggest drop. 

Their proportion of total sales in- 
creased from 1929 to 1933, but they 
fell from 35.5 per cent of the total 
in 1933 to 21.5 per cent in 1935. 
This was undoubtedly due mainly 
to chain-store taxes, which have 
caused some of the leading oil com- 
panies to dispose of their company- 
owned stations. Desire to escape 
the responsibility of operating their 
own retail outlets has probably been 
a contributing factor. 

Chain stores have made gains 
in the department-store field, in 
women’s ready-to-wear, shoe stores, 
cigar stores, drug stores, and 
jewelry stores. In the other lines 
they have just about held their own. 
Reviewing the changes from 1933 to 
1935, the decrease in the chains’ 
proportion of total retail volume 
was due largely to the declining 
proportions in the food and gasoline 
fields. The total volume of chain 
business increased from 1933 to 
1935, but did not increase as much 
as the volume done by independents. 

Finally, it is interesting to note 
the variation in chains’ proportions 
of total retail volume by States in 
1935. Chart II shows these propor- 
tions simply for ten States—the 
five in which the chain sales ratio 
was highest. and the five where it 
was lowest. 


Proportion of Business 
Varies 


It will be seen that the proportion 
of retail business handled by chains 
varied from a maximum of 29.7 per 
cent in the District of Columbia to 
a minimum of 11.1 per cent in Mis- 
sissippi. Those having the highest 
ratios are well scattered geograph- 
ically, and it is difficult to say defi- 
nitely why the variation is so great. 

Apparently, States in which there 
are large cities, and where popula- 
tion is congested, thus making it 
easy for chains to operate from cen- 
tral warehouses, show large pro- 
portions done by chains. Conversely, 
States having sparse populations 
have not been such fertile fields for 
chains to cultivate. States with low 
per capita buying power have not 
been particularly attractive to 
chains. 

Chain-store tax laws and_hos- 
tile campaigns against chains are 
also factors in some States. 
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RECKONING THE AGE OF A HOUSE 
BY COUNTING THE LAYERS OF 
PAINT ON IT! THAT'S HOW SCIENTISTS 
ESTIMATE THE ANTIQUITY OF PREHISTORIC 

HOP! INDIAN PUEBLOS /&/ ARIZOKA - 
SINCE THE HOPIS WERE COMPELLED 
BY RELIGIOLIS CEREMONY 7O 

“PAINT LIP “EVERY 
FOUR YEARS 
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THE BANNERS OF AAEDIEVAL 
TRADESMEN'S GUILDS FEATURED 
IMPLEMENTS OF THE TRADE. 
FOR INSTANCE, THE FLAG OF 
THE GARDEMER’S GUILD 
PORTRAYED ADAM 

HOLDING A 





GROUND PRECIOUS GEMS 
AND RARE MINERALS 
ARE INCLUDED IN / 
Bigg, Po dlgebetl / AN UDD-SILE GLASS LAMP CHIMNEY 
ice sa WAS RECENTLY TURNED OVER” BY A 
aaa 2 anesaaees WAYNESBORO, VA., STORE -KEEPER 

SPARKLE, BUT THE AFTER S| YEARS IN STOCK! WHAV/ 

pap apy carl THE SALE WAS MADE OH. PATTIE 
6 a nee SIGHED WITH RELIEF THAT 31 YEARS 
ly OF DUSTING THE ARTICLE 
: WERE ENDED 
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The main sales floor of 
Reilly Bros. & Raub, 


of Lancaster, Pa. 


Richard H. Barr, in 
charge of the mill sup- 
plies department of 
Reilly Bros. & Raub. 


EILLY BROS. & RAUB, 
Lancaster, Pa., through a 
method devised by U. 

Grant Barr, treasurer and gen- 
eral manager, have a system of 
display for their mill supply and 
tool department that is com- 
mendable to all harware firms. 
Formerly the store’s displays were 
sampled in the well-known way, 
being wired to the display boards 
fronting the bins or shelves con- 
taining the stock. This resulted 
in the sample becoming shopworn 
and rusty, a condition that ac- 
tually retarded sales. Frequent- 
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ly, when it was necessary to sell 
the sample, it had to be removed 
by cutting the wire with snips 
and the result was a disorganized 
and unattractive sample board, it 
being quite a job to wire on the 
new sample. Naturally the board 
was left too long without its new 
item being placed in position. 
The new method is to have 
each item placed neatly on the 
ivory colored sample boards by 
means of either hooks or spring 
clips. Thus the sample is sold 
each time, after which a new sam- 
ple is taken from the bin behind 


Reilly Bros. & Raub 


Lancaster, Pa., in- 


crease tool and mil! 
supplies volume by 
simple but effective 
method. 


the boards and it replaces the one 
sold, with the result that the 
merchandise on display always 
looks its best. Up to now the 
store has about 125 ft. so ar- 
ranged and the items have a widé 
range, from large circular saws, 
cross-cuts, drills, down to very 
small wood screws, the latter, of 
course, being permanently fast- 
ened to their boxes. The circular 
saws are all suspended by pins, 
each size separately, on the side 
wall of a stairway near the front 
of the store. 

It is the plan of Reilly Bros. & 
Raub to sample the entire length 
of the 254 ft. 6 in. store. At pres- 
ent it gives a fine, sales stimulat- 





A, J. Kline (left) and Cyrus M. Bowers, 
mill supplies salesmen for Reilly Bros. 
& Raub, Lancaster, Pa. 
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The sampling of the tools 
and mill supplies by 
Reilly Bros. & Raub per- 
mits selling of the sample 
each time, thereby keep- 
ing the displays fresh and 
attractive. 











ing appearance, but when finished 
will be a sight for hardware 
men’s eyes. 

In addition to the convenient 
and attractive sampling, there is 
a small white button or tag fast- 
ened to the boards, carrying the 
number and price of the item dis- 
played. Opening the doors, we 
find the bins labeled in the same 
way as the sample board—the 
number, price and name, en- 
abling the accurate replacing of 
the sample by any salesman, no 
matter how seldom he may work 
in that department. The good con- 
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dition this method keeps merchan- 
dise is particularly important in 
the case of precision tools and 
instruments, drills, etc., but every 
item benefits by it and a far 
greater respect is shown by the 
exacting mechanic for the goods 
displayed in this way. The cus- 
tomer can wait on himself, see 
other items he may need or want, 
and sells himself, thereby reduc- 
ing selling costs just that much 
more. Invariably the mechanic 
or other customer prefers the 
sample item he is examining, and 
when he helps himself from the 





sample board, any clerk can im- 
mediately see the item missing 
and replace it. 

About 25 per cent of Reilly 
Bros. & Raub’s total business is 
in mill supplies and the depart- 
ment is in charge of Richard H. 
Barr, who has developed that end 
of the firm’s business greatly in 
recent years. He believes in hav- 
ing mill supplies in a separate 
department as far as selling is 
concerned and in placing a man 
in complete charge, charged with 
the responsibility of making it a 
profitable department. Today, the 
firm has about 300 active ac- 
counts among Lancaster’s varied 
industries, including the Hamil- 
ton Watch Co., Armstrong Cork 
Company, Stehli Silks and um- 
brella factories. 

Two salesmen are constantly 
calling on their contacts and 
prospects. They are A. J. Kline 
and Cyrus M. Bowers, who usu- 
ally call on their trade in routine 
fashion, planning to reach the 
customers the same day each 
week, so that the purchasing 
agent comes to expect them. The 
plan makes for convenience for 
both. 

Mr. Barr stresses the belief 
that the mill supply department 
will find it more profitable to 
stay in its own territory, and that 
while some outside firms may get 
a larger volume by invading an- 
other territory, it is usually gained 
(Continued on page 112) 
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Photos show (above) the main floor display at J. Kornely Hdwe. Co., Milwaukee and on page 53 (opposite), the basement 
display. These displays are augmented by window displays and newspaper advertising. 


J. Kornely Uses Three- 


Regular Advertising and Flexible Pay- 
ment Plan, Coupled with Displays, Make 
for Success of Major Electrical and Gas 


GGRESSIVE merchandising 
A methods enable the J. 
Kornely Hardware Co., 
Milwaukee, Wis., to enjoy a good 
business in major electrical and 
gas appliances and radio sets. 
Kornely’s plan includes flexible 
payment plans, frequent newspa- 
per advertising and the use of a 
special appliance display room in 
the basement as well as a main 
floor appliance display and one 
of the store’s show windows to 
display major appliances. 

To do business with homeown- 
ers who have only modest in- 
comes as well as those with in- 
comes in the higher brackets, 
Kornely’s carry two or more lines 
in each major appliance field. 
This plan takes care of both the 
quality minded prospect and the 
person who is price conscious. 

Recognizing that there are many 
homeowners who are good credit 


Appliances 


risks yet cannot make big pay- 
ments, the store has a flexible 
terms policy. Salesmen referring 
to deferred payment plans speak 
of them as “easy terms,” the same 
idea being used in advertisements. 
This makes a customer or pros- 
pect think of payment as being 
“easy” rather than something that 
may be delayed. All appliance 
and radio sales made on “easy” 
terms are delivered to the cus- 
tomer on a conditional term of 
sale, title remaining in the hands 
of the store until full payment 
has been received. In effect, the 


customer is thus renting an ap- 
pliance or radio set until the full 
sales price has been paid to the 
store. 

J. Kornely tries to get at least 
10 per cent as a down payment 
on major appliances and radios, 
but this is not a hard and fast 
rule. On “easy terms” sales the 
general practice is to allow twelve 
months for the payment of an ap- 
pliance such as a vacuum cleaner, 
and eighteen months for larger 
units of sale. One installment is 
required every thirty days. 

Sending out monthly statements 
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to purchasers availing themselves 
of time payment plans is both 
costly and time-consuming and as 
no one likes to be reminded of 
a bill the store does not generally 
send out statements in connection 
with “easy terms” transactions. 
If by the tenth of the month a 
payment is past due, a friendly 
reminder note is sent to the cus- 
tomer. The store encourages time 
payment purchasers to make their 
monthly payments at the store 
because such calls frequently re- 
sult in additional sales on mer- 
chandise for which a customer 
had not previously realized any 
need. When customers make these 
calls, to pay their installments, 
the store is in a position to make 
sure that the customer is entirely 
satisfied with the appliance or 
radio set. 


Ads. For Appliances 


Advertisements for major ap- 
pliances and radio sets are in- 
serted in daily city papers and 
in neighborhood papers, regular 
display advertising being fre- 
quently supplemented with classi- 
fied section advertisements. When- 


fold Appliance Displays 
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ever a display ad is used by 
Kornely’s the slogan, “Milwau- 
kee’s Leading Stove House” is 
shown underneath the company 
name, regardless of the type of 
appliance being featured, so that 
Milwaukee people may never for- 
get that the store carries a wide 
variety of stoves and _ ranges. 
Prices are featured in appliance 


advertisements and mention is 
also made that “easy terms” are 
available. To give the store an 


opportunity to make additional 
sales many appliance ads also 
have descriptions and small cuts 
of kitchen utensils, smaller appli- 
ances or items such as lamp 
shades and oil cloth covers. Last 
year the store offered in some of 
its ads, to give away free, five 
gas ranges, “to the persons trad- 
ing-in the five oldest gas stoves 
during old gas stove round-up.” 

The J. Kornely store has sold 

(Continued on page 112) 


Strong advertisements are 
used by J. Kornely Hardware 
Co., Milwaukee, Wis. They 
are supplemented by classi- 
fied ads. 

















SALE 


00" 


AND YOUR OL! 
RANGE 
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GARLAND 


GAS RANGE 


An unusual saving on this high grade renge—hes Robertshaw 
oven heat control; fully insulated oven; enamel pan; 
removable oven linings and many other outstanding eioen 
ONLY 9 MORE DAYS 
FREE! 5 GAS RANGES 


to the persons — in the 5 oldest — Stoves during 
Old Gas Stove Round-u 


We carry a “S17. line of 


Cireulating d 
Coal Heaters «$17 5 a 
Alée Sold on Easy pig 


SPECIAL 
PURCHASE SALE! 


Florence Oil Burning 
Heaters 


A limited quagtity at the lowest 
e in history. Finished in 
wtiful porcelain ename] — 
equipped with 2 burners capa- 

tle of heating 

3 average $49.75 

rooms. Special 

OTHER OIL HEATERS — 


Specially avers $ 
as low as . ° 


KORNELY HARDWARE CO. 


2308 N. 3rd St. 


LOcust 7475 


Open Friday Saturday and Monday Evenings 
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Modern selling equipment 
and methods have been suc- 
cessfully adopted in Wa- 
basha, Minn., by the Beeman 


Hardware. 


Major appliance salesroom of the Beeman Hardware, Wabasha, Minn. 
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r HE experience of the Bee- 
man Hardware, Wabasha, 
Minn., has exploded the 

myth that patrons of small town 
hardware stores, especially farm- 
ers, do not take kindly to mod- 
ernized business establishments. 
Some hardware men _ have 
contended that farmers prefer to 
trade with, and “feel more at 
home,” in the old-fashioned type 
of store. It has also been said 
that the “dressed-up” appearance 
of a store arranged and equipped 
in the approved modern manner 
would be resented with the result 
that business would be apt to 
suffer. 
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After two years of actual ex- 
perience with its modernized 
store, the Beeman Hardware staff 
is fully convinced that such opin- 
ions are wholly without founda- 
tion in fact. On the other hand, 
the store has found that the 
modernization has made a decided 
“hit” with its customers, who 
have expressed their approval in 
no uncertain terms, declaring that 
it is a pleasure for them to shop 
amidst the pleasant surroundings, 
and also saying that they are 
proud that the town can boast of 
having a really up-to-date hard- 
ware store. 

As in nearly all other in- 
stances, extremes in either direc- 
tion are not advisable, and it is 
admitted that a few hardware 
stores have been known to “doll” 
themselves up to the point where 
customers did not feel at home 
in their work clothes. But, when 
modernization is carried out in 
conservative good taste, as it is 
in most cases, the result is usually 
beneficial. 

Wabasha is a rather typical 
country town, having a_popula- 
tion of 2200, and a flour mill is 
its only industry. The store’s 
trade territory is within a ten- 
mile radius which embraces a 
diversified farming community. 


Its patronage is about equally 
derived from farmers and towns 
people. The building occupied by 
the store is 23 x 70, and a ten- 
thousand-dollar stock is carried. 

When the owner, Lynn R. Bee- 
man, decided to modernize the 
store two years ago it had then 
been established eleven years, and 
was equipped with the fixtures 
which were installed at its open- 
ing. In the modernization, Mr. 
Beeman availed himself of the 
services of Edward L. Poss, who 
was then field secretary of the 
Minnesota Retail Hardware Assn. 


The First Step 


A survey of the store was the 
first step in the remodeling proc- 
ess. During this survey the build- 
ing was carefully measured, and 
a rough penciled floor plan was 
drawn up, with obstructions such 
as stairways, radiators, etc., be- 
ing indicated. Then a complete 
check was made of available de- 
partment and sales records to de- 
termine the profitable and un- 
profitable departments, as_ this 
information was used in relocat- 
ing the various departments. 

As the next step, a complete 
check was made of the entire 
stock to ascertain the quantity of 


Like Them Modern Too 


Beeman Hardware Co., Wabasha, Minn., explodes 
myth that farmers must trade in old fashioned stores 


each line being carried, so that 
proper allotment of space could 
be made as based on the line’s 
probable sales possibilities when 
displayed under the naw arrange- 
ment. The rough plan was com- 
pleted in the store, after sugges- 
tions Mr. Poss had offered on 
the new lay-out were approved 
by Mr. Beeman. 

The penciled plan was then re- 
drawn in greater detail and to 
scale, and accompanied by a typed 
descriptive outline of the plan and 
an estimate of the cost of the 
recommended new _sfixtures 
($1,200), was submitted to Mr. 
Beeman for final okay. The fix- 
tures were then placed, the stock 
re-located, and the displays a:- 
ranged. 

This step-by-step method de- 
veloped a very effective arrange- 
ment with very little inconveni- 
ence and a minimum of effort. As 
re-arranged and re-modeled, the 
store presents an attractive, invit- 
ing and “wide-awake” appearance. 
Customers are favorably impressed 
with the clean, orderly open dis- 
plays of plainly priced merchan- 
dise; the ease of selection; the 
frequent changes of seasonable 
displays; the wide aisles; the ade- 
quate lighting system; the bright 
color -scheme of the fixtures 
finished in mahogany and cream, 
and the “self-service” atmosphere 
that prevails. 

Mr. Beeman owns and person- 
ally manages another hardware 
store at Red Wing, Minn. The 
Wabasha store is managed by 


A wide, inviting entrance entices rural customers into the Beeman Hardware, Wabasha, Minn. 
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Looking rearward in the Beeman Store, Wabasha, Minn. 


B. W. Theismann, who has been 
associated with Mr. Beeman ever 
since the Wabasha store opened 
its doors. Mr. Theismann is 
assisted by a sales force consist- 
ing of two employees in the store 
proper and two men in the plumb- 
ing department. 

In Mr. Theismann’s estimation 
the principal advantages of the 
modernized store are that it has: 
increased the amount of the aver- 
age sale, through better display; 
has created a demand for items 
that were slow movers; attracted 
more women into the store; given 
the store greater appeal; permitted 
the displaying of a larger variety 
and assortment of merchandise; 
made it easier to keep the store 
in good condition, and enabled 
the sales force to serve more cus- 
tomers with greater speed and 
with less effort. 

One feature of the store that 
has proven particularly desirable 
and has been a most practical ar- 
rangement in many ways, is the 
special section of the store which 
is exclusively devoted to display- 
ing major items such as refrigera- 
tors, washers, ranges, radios, etc. 
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This major unit department is 
located at the left rear of the store 
underneath the office balcony. In 
it a “homey” kitchen atmosphere 
has been created by finishing the 
walls and ceiling in a rich cream 
color, and by covering the floor 
with linoleum. As the ceiling is 
very low in this department, a 
number of special tubular light- 


‘ 


ing fixtures, of a type which pro- 
jects less than three inches from 
the walls or ceiling have recently 
been installed, and furnish splen- 
did illumination. The location 
and other features of this depart- 
ment, including the good impres- 
sion it creates on prospects have 
demonstrated the value of this 
idea on many occasions. 





Swank’s Holds Spring Show 





N unique district show, Feb. 2 to 


4, sponsored by the Swank 
Hardware Co., wholesale, Johnstown, 
Pa., was attended by a large group 


For Its Dealers 


— -_ 





of retail hardware dealers from the 
six counties served by the company. 
The entire third floor of the com- 


(Continued on page 104) 
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The Odyssey of a Texas Boy 


Charles R. Reierson died at his home 
in Bronxville, New York, on March 1, 
1937. In the last issue of the Harp- 
WARE AGE, being on the press, there 
was just time to enter a brief notice 
of his death. 

On December 23, 1926, there ap- 
peared in this publication the first of 
a series of articles “An American 
Character Study,” giving the remark- 
able life story of Mr. Reierson, rising 
step by step from a poor boy in Texas 
to the presidency of one of America’s 
greatest corporations. 

These articles were written shortly 
after Mr. Reierson resigned that posi- 
tion to journey to Europe for a much 
needed rest. 

This present article is a digest of 
those former articles. The articles in 
1926 were written by the present 
author from personal interviews with 
Mr. Reierson and the copy was read 
and approved by him before publica- 
tion. 

After returning from a long vaca- 
tion in Europe Mr. Reierson became 
general sales manager of the Gilbert 
and Bennett Manufacturing Company, 
Chicago, Ill, with headquarters in 
New York. 

—Saunders Norvell. 


the early eighties. A freckle- 

faced, blue-eyed, bare-footed 
boy, wearing a battered straw 
hat, lounged against a baggage 
truck chatting with the shabby 
overalled station agent. The town 
was in Texas, and the train from 
Dallas, just 30 miles away, was 
due. The somnolent village baked 
in the summer sun. The season 
had been dry and there were deep 
cracks in the crust of the black 
waxy soil. This boy who met the 
trains and carried the baggage of 
the guests was a son of the pro- 
prietor of the hotel. He is the 
hero of this story. He was then 
called “Charlie Reierson” and to 
this day his friends all over this 
wide country still hail him as 
“Charlie.” 


Charlie was born in the little 
town of Prairieville, Texas, in the 
year 1873 and so, when our story 
begins, he was 13 years of age. 
When he started on his own into 
the world on the Great Adventure 
at the age of 13, he was not 
loaded down with a mass of in- 
formation, gathered out of books. 


[' was a hot day in August in 
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By SAUNDERS NORVELL 


CHARLES REIERSON 


However, he was a close observer 
—he studied men; he had a keen 
sense of humor and he had an en- 
gaging smile, and these three 
things are valuable assets in the 
equipment of any enterprising 
youth. He also had courage. 

He invested all of his savings 
in a railroad ticket to San An- 
tonio, looked for a job and got 
one, with a wholesale grain firm, 
at the monumental compensation 
of $3 per week. He was general 
utility boy about the place. He 
ran errands, carried messages, 
copied the letters in the old-fash- 
ioned letter press and made him- 
self more or less useful. 

Charlie Reierson’s first problem 
was how to live independently on 
$3 per week and here is how he 
solved this problem. He secured 
a room with another young man 
and his share of the cost of this 
room was $1 per week. That 
left $2 for food and entertain- 


ment. There were 21 regular 
meals to be obtained out of the 
$2 surplus. Such a thing as buy- 
ing any clothing or shoes for the 
present was entirely out of the 
question. 

Charlie found a place where, 
for a dime, they supplied three 
extra large battercakes and all the 
necessary butter and syrup to 
cover these cakes; in addition, 
they supplied a large cup of 
coffee. This was his regular break- 
fast for one full year. Then came 
the problem of luncheon. San 
Antonio at that time was a great 
brewery town, and there was 
strong rivalry between the brew- 
eries. Beer saloons set up cheap 
lunches. By going scouting among 
the saloons Charlie found that 
the largest and best lunch for 
the price was in a place called 
“Van’s Cave,” a saloon in the 
basement of a building. The next 
problem was dinner. On the plaza 
of the good old town of San An- 
tonio was a chile con carne stand. 
Over the, fortunes of this business 
enterprise presided a big-hearted 
woman. The blue-eyed Charlie, 
with his freckled face and his con- 
tagious smile appealed to the 
motherly instincts of this good 
soul. So she heaped a full plate 
for him of chile con carne, beans 
and bread, and sometimes she 
just threw in a slice of pie, and 
the entire bill was 10c., never 
more and never less. 

But then there was the laundry 
problem. On the banks of that 
winding much-bridged river in 
San Antonio lived a Chink who 
made his honest living conduct- 
ing one of these all-day and all- 
night laundries. Delivering laun- 
dry to this place for one of his 
employers, the future president 
of the Remington Arms Co. made 
the acquaintance of one of the 
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Chinks. This Chink was ambitious. 
He wished to learn the English 
language, so an agreement was 
drawn up and entered into, by 
which for three nights a week 
Charlie gave this Chink lessons 
in English-as-she-is-spoke, and in 
return, the Chink did Charlie’s 
laundry free. 

At this time Charlie’s room- 
mate was Harry Mills, who had 
been an expert shorthand reporter 
in the United States Senate in 
Washington. Having a bronchial 
trouble, he had come to San An- 
tonio on account of the climate. 
As neither Charlie nor Harry had 
money to spend on the White 
Lights, they had to remain in 
their single room. Time hung 
heavy on their hands. They 
bought one paper every Sunday 
—and that paper was thoroughly 
and carefully read. It supplied 
literary pabulum to these young 
men for an entire week. But, 
what is of more importance, 
Harry proceeded to teach Charlie 
shorthand, and not only did Harry 
teach it, but Charlie learned it. 
At the end of a year, Charlie was 
a first-class A-l stenographer. 
Being able to take down conver- 
sations in shorthand was of im- 
mense value to him in his future 
career. 

The life our hero was now liv- 
ing stirred up a feeling of dis- 
content with his surroundings. He 
and Harry began to study the 
“Help Wanted” columns of their 
weekly paper. Finally, one day, 
they found an advertisement for 
a clerk with the customs agent of 
the Mexican National Railroad, at 
Nuevo Laredo, at the princely 
salary of $65 per month. It must 
be admitted, however, that this 
salary was in Mexican money, 
then worth fifty cents on the dol- 
lar. Harry staked Charlie to the 
price of a railroad ticket to Nuevo 
Laredo, he got the job, and 
worked in this customs office on 
the border for a year. He im- 
proved his knowledge of the Span- 
ish language, in fact, he could 
now cuss fluently in two lan- 
guages, which, of course, is al- 
ways an advantage. He had made 
a strong personal friend of the 
customs agent, who secured a po- 
sition for him with a big Mexican 
importing firm by the name of 


58 


Belden Brothers of Nuevo Laredo, 
as stenographer and office assis- 
tant. This was a very interesting 
job. There was absolutely noth- 
ing to do. The president of the 
concern had to sit in the office 
and all he wanted was someone 
to keep him company. 

The scene shifts. Our hero 
crosses over the Rio Grande 
River back into his natal state 
of Texas. He secures a position 
with J. N. Galbraith, division 
superintendent of a railroad. Mr. 
Galbraith is now one of the big 
oil men of the world, with head- 
quarters in the Tampico district. 
Charlie was Mr. Galbraith’s sec- 
retary. Mr. Galbraith, having 
many jobs and much buying un- 
der his direction, was very much 
in demand. He had callers. He 
was invited to dinners. He was 
compelled to listen to much talk 
from the customers of his rail- 
road. Then, like all other em- 
ployers, one of the tests of his 
character was to sit patiently 
while his employees outlined to 
him how good they were, as well 
as their many virtues. 

Mr. Galbraith stood this as 
long as he could. In the mean- 
time, his work was accumulating. 
There were letters to write. There 
were reports to study. His office 
was in his private car. He also 
had on this car bedrooms, a 
kitchen and a dining room, as 
well as a porter and a cook. Mr. 
Galbraith’s home was on wheels. 
When he could stand the pres- 
sure no longer; he had his pri- 
vate car hooked on to one of the 
regular trains, pulled out into 
some desert spot, shunted back 
on a switch, uncoupled and left 
behind. Then he plunged into 
his work with Charlie, and what 
a lovely time they had cleaning 
up correspondence, studying re- 
ports and getting all of their of- 
fice work into ship-shape order! 

Our hero was then transferred 
to the City of Mexico and was 
appointed secretary to Mr. Kline, 
vice-president and general man- 
ager of the railroad. By this time, 
his Spanish was getting to be 
pretty good. He could not only 
converse, but he could also write, 
in Spanish fluently. How much 
do important changes hinge upon 
small events. This was the day 


of high-wheeled bicycles. Charlie, 
now being in affluent circum- 
stances, had purchased a Victor. 
Turning a corner on his bike one 
night, he ran into a lot of paving 
stone, was thrown violently and 
broke his right arm. He could 
not write. Therefore he gave up 
his position and trekked back to 
Texas. Here, after a rest he went 
to work for a law firm, Nicholson 
& Dodd, in Laredo. While with 
them he met Mr. Weiss, the gen- 
eral manager of the A. B. Frank 
Co., wholesale grocers of San 
Antonio. Mr. Weiss was a very 
brilliant man. He and Charlie 
became close friends and they 
worked together in reorganizing 
and electrifying the old San An- 
tonio street railway system. 
Charlie continued to be a 
bicycle enthusiast. It therefore 
was only natural, as he was boil- 
ing over with energy, that in his 
off hours, he should drop into 
the game of selling bicycles. As 
usual, he was successful. He got 
the selling bee in his bonnet. This 
was in the early nineties. The 
next thing, he was a full-fledged 
salesman on the road. He trav- 
eled for two years, but at the 
end of his second year he decided 
the bicycle craze was on the 
wane, and decided to look around 
for something more permanent 
and fundamentally sound. So he 
wrote to the Simmons Hardware 
Co. asking for a job as a sales- 
man. Mr. E. C. Simmons him- 
self answered the letter and in- 
vited him to come to St. Louis 
for a personal interview, all ex- 
penses paid. His conversation 
with Mr. Simmons lasted five 
minutes and went like this: “How 
much salary do you want?” 
“$125.00 a month.” “Don’t you 
value your services rather high- 
ly?” “Not so highly, Mr. Sim- 
mons, as these people do” and 
he pulled out a contract from his 
coat pocket signed by the Lozier 
people for the following year at 
a salary of $2,100 per annum. 
After glancing at the contract, 
Mr. Simmons inquired why he 
wanted to leave those people 
when they were paying $175 and 
come with him for $125 a month. 
Charlie answered that it was be- 
cause he believed $175 per month 
(Continued on page 114) 
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S expressed by a recent U. S. 
Supreme Court decision, re- 
sale price maintenance law 

“affirms the validity of contracts of 
sale or resale of commodities identi- 
fied by the trade mark, brand or 
name of the producer or owner, 
which are in fair or open competi- 
tion with commodities of the same 
general class produced by others, 
notwithstanding that such contracts 
stipulate (1) that the buyer will not 
resell except at the price stipulated 
by the vendor; and (2) that pro- 
ducer or vendee of such a com- 
modity shall require, upon the sale 
to another, that he agree in turn 
not to resell except at the price 
stipulated by such producer or 
vendee.” 

16 states now have laws accord- 
ing sanction legally to contracts 
which determine—both for contract- 
ing and non-contracting parties— 
the resale price of trade marked 
commodities sold in open competi- 
tion with other commodities of the 
same general classification. 

These states with such resale 
price maintenance laws are: 


State Re-Sale Price Maintenance Legislation 


ARIZONA NEW YORK 
CALIFORNIA OHIO 

ILLINOIS OREGON 

IOWA PENNSYLVANIA 
KENTUCKY RHODE ISLAND 
LOUISIANA VIRGINIA 
MARYLAND WASHINGTON 
NEW JERSEY WISCONSIN 


The California and Illinois resale 
price maintenance laws have been 
held constitutional by the U. S. Su- 
preme Court in the following law 
suits: 

The Pep Boys vs Pyroil Sales Co., 
Inc. 

Kunsman vs Max Factor & Co. 
and Sales Builders, Inc. 

Old Dearborn Distributing Co. vs 
Seagram Distillers Corp. 

Such state laws usually provide 
that wilfully and knowingly adver- 
tising, offering for sale or selling 
any commodity at less than the 
stipulated price, regardless of 
whether the one doing so is or is 
not a party to the contract, con- 
stitutes unfair competition and gives 
right of legal action in favor of 
anyone thereby damaged. 

Contracts under this kind of leg- 
islation do not apply to closing out 


sales where the manufacturer is ac- 
corded an opportunity to retake; 
to sales of damaged merchandise; 
or to sales conducted under court 
process; and sales between pro- 
ducers, wholesalers or retailers also 
are excluded from the operation of 
these acts. 

So far as we have been able to 
ascertain resale price maintenance 
legislation is pending in the follow- 
ing states: 


Arkansas ....H.B.98 (?). 

California ...A. 1108. 

Colorado ..H.B.491,513, (?) ;S.B.329. 
Georgia ..... H.B. 

Indiana ...... S.B. 23. 

Massachusetts .H.397, 548,549,975; S.122 
Michigan ..H.B. 32. 

Minnesota ...S.F. 65. 


N. Hampshire. H.B. 62. 
New York ...S. 82. 


Oklahoma ...H.B.89; S.B. 45. 

S. Dakota ....S.B. 8. 

Texas .......H.B. 58; S.B. 24. 

Utah ........H.B.4. 

Washington ..S.B.70 (current law ex- 
pires this July 1.) 

Wyoming ....S.F. 15. 


—From a bulletin by A. H. Eichholz, 
General Manager, Motor & Equipment 
Manufacturers’ Association. 


Steel Houses Being Built in Middletown 


T Middletown, Ohio, workmen 

A are putting finishing touches 

to an entire city block of 

steel houses—six in all. In the same 

section, four other steel houses have 

been serving their owners for sev- 
eral years. 

With two companies engaged in 
the manufacture of steel houses and 
with the American Rolling Mill Co. 
taking active interest in the develop- 
ment of this new type dwelling, Mid- 
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dletown is assuming the leadership 
in what many experts believe will 
be America’s next big industry— 
the mass production of low-cost 
houses. 

Two Middletown companies — 
Steel Buildings, Inc., and the Insu- 
lated Steel Construction Co.—are 
producing self-framing steel houses 
for approximately the cost of con- 
ventional construction. 

“Various investigators state that 
the number of residential units that 






Here are four steel houses in a row—occupying an entire city block in Middletown, Ohio. 


should be built is from 400,000 to 
750,000 units annually for the next 
10 years,” said Charles R. Hook, 
presidenf of Armco. “There is no 
doubt in my mind that the building 
of modern homes at prices the 
great majority of people can afford 
to pay is one of the most important 
problems facing the’ country today. 
The solution lies in the mass pro- 
duction of houses with its resulting 
lowering of cost and increase of 
employment.” 
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A Back Room Becomes a Gift Salon 


ECAUSE toys are good traf- 
B fic and volume builders, 

Horn Hardware Co., Toledo, 
Ohio, entered the year round toy 
business in 1931 by turning a sec- 
ond floor store room into a perma- 
nent Toyland. That idea clicked 
so well that last November a 
ground floor warehouse at the 
back of the store was also turned 
into a toy and gift shop. Two 
show windows were added, giv- 
ing Horn’s display windows on 
two streets—Broadway, where the 
main entrance is and Western 
Ave., which was previously just 
a “back door.” People from West- 
ern Ave. and streets beyond had 





Horn Hardware Co., Toledo, Ohio, increases store 


traffic and adds to gift and toy sales by converting a 


ground floor warehouse into an attractive show room 


long been in the habit of using 
the back door to enter the store, 
so Mrs. Henry Horn believed that 
a display of toys and gifts in that 
space would increase traffic and 
boost sales. She was right. The 
second floor Toyland is still used, 
but largely for wheel goods and 
bulkier items for children such as 
juvenile furniture although much 
of the surplus stock of games and 





toys shown on the main floor is 
displayed on the second floor, too. 

The Western Ave. display room 
brings more people from that area 
into the store and attracts more 
tourist trade than the store did 
when Western Ave. was just the 
“back door.” Toys and gifts—one 
window for each—are always dis- 
played on the Western Ave. side, 
except at Christmas time when the 
rear store is entirely devoted to 
toys. From time to time, toys are 


displayed in part of one of the 


Cees 


View looking toward the rear of Horn Hdw., Toy and Gift Department, Toledo, Ohio 
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Broadway windows. To attract 
people entering the Broadway 
store to the toy and gift depart- 
ment, there are always some toys 
and giftwares displayed in the 
main store. . 

Toledo department stores do not 
play up toys except at Christmas 
and Easter which works to the 
advantage of Horn’s. With the 
tie-up between gift items and toys, 
women visiting the store are con- 
stantly reminded that Horn’s have 
a good variety of up-to-date play- 
things the year ‘round. When a 
downtown store advertises a toy, 
game, doll or other plaything, 
customers will frequently go to 
Horn’s to see the featured num- 
ber. Frequently customers will 
buy not only items featured by 
downtown stores, but other items 
they see at Horn’s for the first 
time. While Horn’s meet depart- 
ment store prices, whenever pos- 
sible on toy items, they make no 
attempt to meet prices on items 
sold at a reduced rate for one day. 

Keenly interested in toys, Mrs. 
Horn say, “I love toys and it 
makes me happy to show them to 
people. As a large percentage of 
our customers are women and 
women are always looking for 
something nice for their children, 





this new toy display room is a 
great help. Grown-up men are 
more attracted to mechanical toys 
than the children are—particular- 
ly at holiday time. When a man 
sees a new ‘tricky’ wind-up toy, 
he cannot resist it.” 


Knowing Customers Helps 


A hardware store, with its 
smaller staff, has an advantage in 
selling toys that large department 
stores lack—the opportunity to 
know its customers and to know 
their children. Mrs. Horn says: 
“There is the friendly attitude 
here that customers miss in a large 
department store. Customers get 
to know you and you know their 
youngsters and their ages. There 
is always something new in games 
and mechanical toys for us to 
show in our store.” 

Just as women seeing other 
women with certain household 
items want that same merchandise 
in their homes, youngsters in their 
desire for toys and games are 
affected by fads. If one little girl 
in the neighborhood gets the 
latest in a doll, doll carriage, sew- 
ing set, etc., other little girls want 
the same thing. Therefore, Mrs. 










Looking toward the 
front of the Horn 
Hdw., Toy and Gift 
Dept. 


Horn watches these “fads.” Young 
boys are affected by “fads” the 
same way. Toys associated with 
movie, radio and comic sheet char- 
acters, particularly interest boys, 
so these trends must be watched. 
Mrs. Horn makes it a practice to 
visit toy fairs each year to see 
what are the latest creations in 
dolls, mechanical toys, caster, 
chemical, construction and model 
building kits. 

When department stores, just 
after Christmas, are making their 
toy displays smaller and _ less 
elaborate, kids flock to Horn’s to 
spend their Christmas gift money 
for the things their little friends 
got that they did not receive. 
Other youngsters who were dis- 
appointed at not receiving some 
of the things they wanted for 
Christmas, manage to get their 
folks to give them money to off- 
set that disappointment. From 
this year’s post-Christmas toy 
spending spree Horn’s did a nice 
business in newer games, chemi- 
cal sets and casting sets, in par- 
ticular. 


Added School Supplies 


A new school is being built, 
near Horn’s, on Western Ave., 


3 


(Continued on page 98) 
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Photos: Vonnegut Hardware Co., Indianapolis, Ind. 
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Predict 3/4 Billion Dollar Sales 
For Hardware Stores During 1937 


Sales Increases since 1933 have returned to a prac-. 
tically normal basis, which will probably make this 
year's volume compare very favorably with the pros- 
perous years of the pre-depression period. 


ARDWARE stores _ sales 

totaling nearly three-quar- 

ters of a billion dollars 
are predicted during the current 
year. Very marked gains are 
shown in the recently compiled 
sales total for 1935, as contrasted 
with the 1933 figures—the last 
previously reported year. As fur- 
ther consistent and substantial in- 
creases were recorded in 1936, and 
are currently continuing unabated, 
it is probable that 1937 retail 
hardware sales will reach the total 
mentioned. This estimate is based 
on data compiled for the 1935 
Census of Business by the Bureau 
of the Census, U. S. Department 
of Commerce, and the total in 
prospect for this year will mark 
the return of the hardware market 
to its flourishing proportions of 
normal years. 

In 1935 total sales of approxi- 
mately $466,552,000 were reported 
by 26,951 hardware stores, as 
compared with sales of 22,844 
stores amounting to $311,321,000 
in 1933. The average increase in 
hardware store sales by states 
was 49.86 per cent, and in a num- 
ber of stores was 17.98 per cent. 
In addition, total sales in 1935 of 
$291,762,000 were reported by 
“hardware and farm implement 
dealers.” As the larger part of 
the volume of stores of the latter 
type is in hardware, according to 
earlier studies made by the Cen- 
sus Bureau, they may quite prop- 
erly be included in the broad 
hardware store classification. 

Some startling sales increases 
were shown in the figures by 
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states as will be noted in the ac- 
companying tables which have 
been prepared by Harpware AGE. 
Arkansas, for example, reflected a 


sales gain of 229 per cent. In 
this instance, the number of hard- 
ware stores in the state increased 


from 1493 in 1933 to 4912 in 


RETAIL HARDWARE STORE SALES BY STATES, IN 1935 
AS COMPARED WITH 1933 


(Based on Figures Reported to the U. S. Bureau of the Census—and as Tabulated 
from Preliminary Reports by HARDWARE AGE) 













% of Increase % of 

Hard- Hard- or Increase 

ware ware Decrease Hardware Hardware or 
Stores, Stores, in Number Sales, Sales, Decrease 
"3! x of Stores 3 ‘33 in Sales 
pT ere rr re 252 132 +90.91 $6,360 $2,226 +185.71 
eee 44 35 +25.71 1,468 939 +56.34 
er 217 84 +159.33 4,912 1,493 +229.00 
California ........ 1,170 1,098 +10.66 29,025 18,308 +58.54 
a, ee 187 146 + 28.01 3,635 2,566 + 41.66 
Connecticut ....... 254 260 ——2.36 5,603 4,480 + 25.07 
NN ree 43 44 —.23 861 608 + 41.61 
Dist. of Columbia. . 88 106 —16.98 1,618 1,744 —7.25 
Se ae 301 210 + 43.33 7,139 3,711 +92.37 
OS SE ae 295 188 +56.91 7,018 3,870 +81.34 
SE. Shah 4.00 a0 92 57 61.40 2,685 1,495 +79.60 
RES eee ee 2,040 1,966 +3.76 24,104 18,938 +27.28 
BMGIRMR ve cccsccces 777 +19.53 11,345 7,015 +61.72 
OS Se eer 1,033 850 + 21.52 13,084 9,356 +39.85 
OS ee ee 651 443 + 46.95 7,955 4,299 +85.04 
pO ee 382 256 + 49.22 6,937 3,383 +105.05 
ree 203 148 +37.16 3,570 1,994 +79.04 
Deb deecdcess 214 183 +16.94 4,352 3,246 +34.07 
J eee 370 390 —5.13 5,567 5,956 —6.53 
Massachusetts 4 832 784 +6.12 19,731 15,487 + 27.40 
EE Ee 1,282 1,220 +5.08 21,039 13,940 +50.09 
Minnesota ........ 1,070 832 + 28.61 17,434 10,363 +68.23 
Mississippi ....... 161 95 +69.47 3,085 1,2 +144.45 
ET & ck 000s n0:0 968 851 +13.75 11,551 8,890 + 29.93 
MIR 2% 6:6. :6.0,0: 116 75 +54.67 »275 1,244 +163.26 
J 586 454 + 29.07 8,102 4,791 +69.11 
POGUE iedeccscces 13 12 +8.33 522 ‘ +71.71 
New Hampshire .. 90 70 + 28.57 2,615 1,554 +68.28 
New Jersey .... 1,020 1,031 —1.07 14,050 11,695 + 20.14 
New Mexico .... 44 31 + 41.94 1,208 +113.42 
New York ..... 3,427 3,059 +12.03 54,013 43,339 + 24.63 
North Carolina . 12 199 +56.78 8,644 4,686 + 84.46 
North Dakota .. 375 257 + 45.91 4,767 2,922 +63.14 
Sa ae 1,778 1,658 +7.23 31,871 22,227 +43.39 
Oklahoma 35 233 + 86.70 6,882 3,0 +128.79 
| Sa Sa 239 179 + 33.52 4,912 2,354 +108.67 
Pennsylvania ..... 1,877 1,675 +12.06 30,621 21,634 + 41.54 
Rhode Island ...... 121 118 + 2.54 3,70 2,3 +54.38 
South Carolina .... 150 75 +100.00 4,372 1,522 +187.25 
South Dakota ..... 394 301 +30.90 3,971 2,623 +51.39 
Tennessee ......... 284 167 + 70.06 7,379 3,732 +97.72 
OS Se ee 742 498 + 49.00 13,82 7,864 + 75.83 
rere 42 28 +50.00 755 358 +110.89 
er re 103 98 +5.10 2,410 1,751 +37.64 
Cl ee 295 266 +10.90 9,165 6,246 + 46.73 
Washington ....... 339 263 + 28.90 6,807 3,598 + 89.19 
West Virginia ..... 218 151 + 44.37 4,161 2,168 +91.93 
PEE, weiwawie.d 973 888 + 9.57 17,312 12,721 +36.09 
. | See 52 30 +73.33 1,130 4 +152.28 

OND i ie Kare weds 26,951 22,844 bd $466,552,000 $311,321,000 ° 





*Average percentage of increase in number of hardware stores for United States 


—17.98%. 


*Average percentage of increase in the sales of hardware stores by states— 


49.86%. 
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1935. In explanation of the very 
marked increase in the number of 
stores in Arkansas and several 
other Southern states, F. A. Gos- 
nell, chief statistician of the Cen- 
sus of Business says: “We are in- 
clined to believe that the increase 
in the number of hardware stores 
is caused by: (1) Shift of a num- 
ber of furniture-hardware stores 
from the furniture classification 
in 1933 to the hardware classifica- 
tion in 1935. (2) Some new 
stores. (3) Shift of some stores 
from the hardware and farm im- 
plements classification to the hard- 
ware store classification, due to 
the difficulty of recognizing the 
distinction. We have no reason to 
believe that we did not get com- 
plete coverage in 1933. 

“As to the first shift described 
above, you will recognize the prob- 
lem pointed out by us in various 
reports, of the difficulty in classi- 
fying dual-line stores. This is part- 
ly lack of sufficient information, 
due to our dependence upon the 
stores’ reply to the question con- 
cerning the list of principal com- 
modities in order of importance, 
and partly to the shifts which oc- 
cur from census to census in the 
nature of the stores themselves, 
due to shifts in consumer demand. 
It so happens that in many parts 
of the country the hardware busi- 
ness revived earlier than the fur- 
niture business, as you well know. 
In hundreds and even thousands 
of dual-line stores, therefore, it 
was entirely proper that when the 
hardware part of their business 
showed healthy increases, and a 
return to profitable operations, 
the emphasis was put on hard- 
ware at the expense of furniture. 
Because of this emphasis, many 
such stores reported hardware as 
their principal line and furniture 
as a secondary line, whereas in 
1933 the emphasis was reversed. 
Of course, in stores large enough 
to supply a dollar breakdown of 
sales by commodities (instead of 
a mere listing of principal com- 
modities, as in the case of the 
smaller stores) we were able of 
ourselves to determine the pre- 
dominant lines. This, undoubted- 
ly is the reason for part of the 
increase in the number of stores 
classified as hardware, without a 
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Relative Positions of the States 


(In Order of Their Retail Hardware 
Store Sales Importance) 







1933 1935 
oe. err rere 1 
2 RAE PR Ferrer rea 2 
3 Pennsylvania ..........6- 3 
De, CN 6 ath. Cab ci tare. we-ae < 5 
eS err ee ee 4 
6 Massachusetts ............ 7 
i 4a 6 
S WOOGIE 6 ccc eSice cece 
Ree ree ee 10 

10 Mimnesote 2... 2. cc ccs ctene 8 

Re rer ae 12 

BE MED od 6:06 50060003 %s 13 

Be CME 66:6-6.o6.0 606 dscns sens ii 

BE FREE cccccscsce seen: Mae 

BH WEE. cccccceces re 

16 Maryland ....ccces j<a-w Ge 

BY De. ee c.0 sce a4, ae 

18 North Carolina .... aécue: 

19 Connecticut ....... ecm 

20 Kansas ‘ 18 

21 Georgia os os 

a eee ee 19 

EO Oe 20 

aaa ee 24 

i PEERS ee 22 

Se Se Sik 14. 60, Fiabe es, PaO 0 31 

OE errr 23 

SS WOPth DMCA 2... wc cccccce 29 

29 South Dakota «2... gsc... 33 

SP Me. dictiebet05000000 me 

SL TGS BONE 2 nw cc ccccvcs 34 

SS I ere 28* 

RS Ca rr reer 25 

34 West Virginia ........... 32 

eee re 36 

Oe WED .5.4.0.5.0. 04.8 09.0400 41 

37 District of Columbia ...... 42 

38 New Hampshire .......... 40 

3S South Carcume «.... 22.00. 30 

aA ee eer 39 

Te “GE nbs ec ccewcdicusen 28* 


Oe I nk. ce tbe vaiewdn 38 
43 Montana ... " 

44 Arizona .... 

45 Delaware 





*As all figures are in round numbers 
these two states are classified jointly as 
28th in importance. 
corresponding increase in the 
number of stores classified as 
furniture.” 

In eleven states the sales in- 
creases were more than 100 per 
cent, and only Maine and the Dis- 
trict of Columbia experienced a 
decrease, which in both instances 
was less than 8 per cent. 

New York, Ohio and Pennsy]l- 
vania, in respective order, main- 
tained their relative positions 
when ranked in the order of re- 
tail hardware store sales impor- 
tance. Considerable shifting of 
positions occurred in the balance 
of the list, and such changes are 
shown in the accompanying tabu- 
lation. 
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SED in conjunction with a live 
stock and poultry show, this 
window of the D. S. Nevins Hard- 
ware Co., Lamar, Colo., attracted to 
the store the attention of the entire 
town. Designed and constructed en- 
tirely of hardware merchandise by 
William R. Abplanalp, display man 
for the store, the window shows a 
pioneer family making camp at the 
end of day. 
The characters in the display are 
a man, his wife, and daughter; a 
team of oxen, a covered wagon, and 
a dog. The man and woman are 
looking over the land while the girl 
is preparing the evening meal. A 
skillet is set un rocks and over a red 
light to simulate fire. Petrified wood, 


This Window Stopped Customers 





fossil deposits, and flint are strewn 
about to represent the surrounding 
terrain. In those parts of the win- 
dow not shown in the photograph, 
merchandise suitable for the occa- 
sion and the season was on display. 

Mr. Abplanalp says, “A scene like 
this, used on occasions such as a 
stock show, a pioneer day celebra- 
tion or a similar event, is well worth 
the effort. I am sure any hardware 
or implement store will be well re- 
paid to try one, as ours attracted the 
attention of old and young alike. 
Many told me that they made a spe- 
cial effort to bring their friends to 
see it. Our local paper in their stock 
show edition devoted much space to 
our window.” 
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6500 Bills in Congress— 
What Do They Mean to Business? 


By MORGAN FARRELL 


Chilton Bureau of Economic Research* 


E to noon on March 10, 
1937, there were _intro- 
duced in the Senate of the 

United States 1,800 bills and in 

the House of Representatives 

4,700, a total of 6,500 pieces of 

proposed legislation in this ses- 

sion of Congress. That averages 
nearly eleven bills apiece, for 
each lawmaker. 

They ranged all the way from 
innumerable small proposals for 
the relief of individuals, as wid- 
ows of veterans, to huge measures, 
such as Senator Wagner’s, pro- 
viding two billions of dollars for 
so-called low-cost housing. In be- 
tween were others, intended for 
the regulation of much of our 
national activities, public and pri- 
vate. 

Later on, we shall try to clas- 
sify this mass of documents into 
its principal divisions and to 
forecast, as far as possible, the 
chances of certain types becom- 
ing law. For the present, how- 
ever, it should be emphasized that 
all of them directly affect the 
business man and that, of course, 
includes the hardware dealer, 
wholesaler and manufacturer. 

For, while the bills, which bear di- 
rectly upon his industry, as the Tydings 
Bill (resale price maintenance) and 
those which bear upon it indirectly as 
some recent measures, which, in effect, 
compelled a labor settlement resulting 
in a rise of $3 to $8 per ton of steel, 
all the others hit him as a taxpayer. 
He pays for his share of the relief of 
countless individuals, of the cost of flood 
control and the rest of it. 

Now, of all of these 6,500 measures, 
how many do you think have been 


enacted into law to date? Ten. Well, 
one would say that is a hopeful sign. 





*The Chilton Bureau of Economic 
Research is maintained at Washington, 
D. C., to provide first-hand, authentic 
and unbiased facts on economic trends, 
legislative developments, etc., of vital 
importance and interest to readers of 
HARDWARE AGE and other Chilton Pub- 
lications. 


66 


At least they are being given careful 
consideration by the Committees to 
which all bills are referred, before being 
reported back to the Congressional 
body, in which they originated. 

That is so and, furthermore, the bills 
passed by one House must run the same 
gauntlet of debate on the floor of the 
other and reference to its appropriate 
Committee. So it is only after going 
over these four hurdles that a bill 
finally reaches the President. And then 
he may sign it or veto it. After that, 
there are still the Federal District 
Courts and Circuit Courts of Appeals 
and, as a last resort, the Supreme Court 
of the U. S. 

Thus, of the 6,500 bills, there is 
small chance of more than 2 or 3 per 
cent of the important ones, outside of 
routine measures, becoming the law of 
the land. The winnowing process, how- 
ever, is expected to keep Congress in 
session throughout the summer. 

Now, most of us, who are not espe- 
cially familiar with Congressional pro- 
cedure, may wonder how that body can 
find time enough to give thoughtful 
consideration to such an enormous 
number of bills. The fact is that it 
doesn’t. The Committee mechanism just 
mentioned takes care of that. Nearly 
all bills are referred to one or other 
of the Committees, of which there are 
47 in the House and 33 in the Senate. 

Some of them are: Committees on 
Agriculture and Forestry; Appropria- 
tions; Banking and Currency; Com- 
merce; Education and Labor; Finance; 
Foreign Relations; [Interstate Com- 
merce, and Judiciary, in the Senate. 

Committees on Agriculture; Appro- 
priations; Banking and Currency; Edu- 
cation; Foreign Affairs; Interstate and 
Foreign Commerce; Judiciary; Labor; 
Merchant Marine and Fisheries; Pat- 
ents; Roads, and Ways and Means in 
the House. 

The members appointed to the Com- 
mittees are the leaders in thought, ex- 
perience and executive ability in beth 
Houses, contrary to the popular impres- 
sion that such appointments are purely 
political. The result is that the vast 
majority of bills die in Committee. As 
an additional safeguard, the Speaker 
in the House and the Vice-President of 
the United States in the Senate are 
constantly on the alert to declare out of 
order the introduction of wildcat mea- 
sures, against which they manage to 
evoke one rule or another. 

It is only the very important mea- 
sures which receive extended time for 


debate—those affecting the welfare of 
the whole nation or the form of its 
Government. As it happens, there are 
a great many such measures on the 
calendars of both Houses and it is to 
them that the greatest part of the time 
of Congress will be given. The small 
bills are sandwiched in between or 
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rushed through in the final days of 
the session. 

Here is a quick picture of the pres- 
ent array of bills up for consideration 
followed by some comments on their 
probable fate. They number about 300. 
The rest of the 6,500 are either mea- 
sures of little interest to the hardware 
business or those which are sure to 
die in Committee, or be killed on the 
floor. 


Of Nation-wide Interest 


1. The Supreme and Federal Courts. 
These measures have the eye and ear 
of the country. Some sixteen leading 
measures have been introducd aiming: 
To increase the membership of the 
Supreme Court to 15; to 11; to retire 
the Justices at 70; to limit the deter- 
mination of constitutionality by re- 
quiring the decision of seven; to over- 
ride a decision by a two-thirds vote of 
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Congress; and, in the case of lower 
Courts, to limit injunctions and juris- 
diction and appeal from Court orders. 

It would seem that a heavy fire i< 
being directed upon our Federal Courts. 
What is likely to happen is .anybody’s 
guess. Opinion in Washington is that 
the membership of the Supreme Court 
will be increased. 

2. Constitutional Amendments. Sev- 
enteen chief amendments to the Con- 
stitution have been proposed. They 
cover such matters as: A single, six- 
year Presidential term; a new method 
of selecting President and Vice-Presi- 
dent; popular nomination of both; 
legislation by the Electoral College 
upon popular petition; Supreme Court 
to pass on constitutionality of Congres- 
sional measures before enactment, upon 
request of the President or Congress; to 
appeal from Supreme Court orders pro- 
hibiting compliance with an enacted 
Federal law; revision of the Income 
Tax Law; a referendum before declar- 
ing war; permission for Presidential 
veto of appropriations; regulation of 
interstate industrial conditions. 

That last would certainly affect the 
hardware business. Which ones will 
pass is not pressing, since it will be 
years hefore any one can be adopted. 

3. Social Security. Twenty-one lead- 
ing bills: have been introduced. The 
hope that some of these would recog- 
nize the less practical aspects of the 
Act, such as the huge reserve fund 
necessary, is unfounded. They simply 
vary its terms, as awarding $30 a 
month to all eligibles over 60, or add 
health insurance. The last is likely to 


pass. 
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4. War and Neutrality. Fifteen prin- 
cipal bills, all reflecting our desire to 
stay out of war: They regulate war 
profits; give Government the monopoly 
of munitions manufacture in case of 
war, even authority to seize munitions 
plants; to embargo arms shipments. 
One optimistic bill would “prohibit war 
of any kind.” It is unlikely that any 
except the already enacted ones, will 
pass. 

5. Money. Nine measures have to do 
with our national finance. In view of 
the apprehension of many sensible 
people regarding inflation, these bills 
seem to indicate no fear of it. One of 
them extends the stabilizing fund and 
the President’s authority to devalue the 
dollar. Others repeal the silver pur; 
chase Act; create a Federal Monetary 
Authority; establish a “labor-hour” 
monetary system and “redistribute the 
wealth of the Nation.” 

The first is likely to pass if it has 
not already done so at this writing. 

6. Taxes. Of the twenty-four tax 
measures, only a few tax specific items, 
as fuel oil, imported copper, sweat- 
shops, sales of personal property. It is 
likely that these will pass. Gasoline 
and other automobile taxes are up for 
repeal, as well as the excise tax on 
sporting goods. They will probably be 
repealed. The other measures have to 
do with such matters as marking goods 
in interstate commerce as having paid 
all required taxes; exempting capital 
gains from taxation and calling a con- 
ference to coordinate State and Federal 
taxes. It is too early to forecast the 
action on these. 

7. Farm Bills. Eleven bills have been 











brought up to aid the farmer. They 
deal with home and crop loans, crop 
insurance, debentures for the export of 
surplus and the like. Those, which are 
not inconsistent with present legisla- 
tion, will doubtless pass. 

8. General. To save time, let us lump 
together the other measures in_ this 
class, which are mentioned, less because 
they are of interest to the hardware 
trade, than to give an idea of the whole 
legislative trend. They are bills re- 
ferring to: Bankruptcy (6 in number) ; 
restriction of aliens (9) ; tariff—mostly 
reducing rates and increasing flexi- 
bility (4); securities, as exemption 
from S.E.C. rules, of small corporations 
(7); anti-lynching (13); readjusting 
rates in interstate commerce (3); ex- 
tending the Reconstruction Finance 
Corporation and the note issuing power 
of the Federal Resefve Board (4). 

The last is the only inflationary mea- 
sure. Last Congress was full of them. 

Other measures affect trade agree- 
ments and foreign trade, railroad, work 
relief, power projects, as the T.V.A., 
air commerce, motor and water car- 
riers, government insurance, education, 
communications, floods, highways, de- 
fense and other general matters. 


Of Interest to Wholesalers 
and Retailers 


Coming now to those bills which 
affect more directly the hardware and 
similar trades: 

1. First in importance are the two 
bills introduced by Mr. Patman. The 
first (H.R. 4722) would prohibit manu- 

(Continued on page 106) 
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Minnesota Meeting Set 
New Attendance Record 


high in attendance records 

with over 2500 hardware deal- 
ers present, the Minnesota Retail 
Hardware Association closed its 41st 
annual four-day convention at the 
auditorium in St. Paul, Minn., Feb. 
26, with election of officers and the 
adoption of resolutions pertaining to 
fishing in Minnesota and ‘to Fair 
Trade Legislation introduced in both 
the State and National legislatures. 

F. E. Breher, Wadena was named 
president to succeed George H. Her- 
reid, Deer River. J. A. Hurley, St. 
Paul was elected to the vice-presi- 
dency, the office vacated by Mr. 
Breher, F. C. Larson, of Warren, was 
named a director, and C. J. Chris- 
topher was again re-elected as the 
association’s manager. 

The convention was formally 
opened with a complimentary break- 
fast at the Lowry Hotel given by the 
association for its members. Mr. 
Herreid presided at the breakfast 
and read the president’s annual ad- 
dress. Following Mr. Herreid on 
the speaking program for the first 
day were, Governor Elmer A. Benson 
of Minnesota, who spoke on “What 
Can the Small Business Man Expect 
From His Governor,” State Senator 
A. O. Sletvold of Detroit Lakes, who 
spoke en the fair trade act now pend- 
ing in the State Legislature and of 
which he is co-author. The trea- 
surer’s annual report was presented 
by Mr. Christopher. 

Mr. Herreid in his address spoke 
of the increased volume of business 
to be expected this year and the 
problems confronting the hardware 
retailer. “Conditions are distinctly 
favorable to all lines of retailing this 
year,” he said. “We, in hardware, 
can look forward to a year of great 
prosperity barring serious labor 
trouble.” He also said that the hard- 
ware retailer this year must provide 
for a larger income to take care of 
increased expenses. “With social 
security legislation, new taxes and 
other factors, it will cost the hard- 
ware merchant 20 per cent more to 
do business this year,” he asserted. 


a coe an all time 


Mr. Herreid closed his talk urging 
the establishment of a Fish and 
Game Department at the State Uni- 
versity. The department would be 
financed by a division of the receipts 
acquired from fishing licenses, and 
would devote itself to a scientific 
study of fish life and the adaptation 
of fish to streams and waters. 

Governor Benson stated that it was 
time that the small business man 
quit fighting the battles of the “great 
corporations and monopolies” and 
exert a more active interest in legis- 
lation designed to protect the small 
business man. The Governor said 


that he believed the small business 


man “too reluctant to take part in 
government or to ask for govern- 
mental protection” at this time, when 
it is “necessary for all group to come 
to the government for some protec- 
tion or assistance.” Speaking on co- 
operatives the Governor said: “The 
independent business man in the 
small and the large cities has less 
to fear from the co-operative move- 
ment than from the monopolies and 
vast concentration of capital.” 

Senator Sletvold dicussed the leg- 
islation designed to curb unfair prac- 
tises and stated that the bill now 
pending in the State Legislature is 
modeled after the bill introduced in 
California and found legal by the 
courts. Senator Sletvold took issue 
with the Governor in the matter of 
taxation of large industries and 
pointed out the danger of over-taxing 
large corporations. 

With the reading of the trea- 
surer’s report the convention ad- 
journed for the first day. 

Rivers Peterson, editor HARDWARE 
Retalter, Indianapolis, opened the 
second day’s session with a discus- 
sion of merchandising, in which he 
said in part: 

“Retailers have talked too long 
about secrets of success and too little 
about reasons for it.’ There are no 
secrets of success. “The continued 
use of definite fundamentals induce 
success in any business. These fun- 
damentals include intelligent buy- 

(Continued on page 96) 
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New England Dealers 
Study Legislation 
and Merchandising 


bers of the New England 

Hardware Dealers’ Associa- 
tion met March 10, 11, and 12, 
1937, at the Hotel Statler, Boston, 
Mass., for their 44th annual con- 
vention and exhibition to discuss 
legislation and merchandising. 

The sessions were opened by 
President Frank M. Peterson, Wor- 
cester, Mass., who delivered his 
message of welcome and followed 
with the introduction of new 25 
Year Club members. Chester Lea- 
sure, manager, Resolutions and 
Referenda Department, United 
States Chamber of Commerce, then 
spoke on, “What Does and Can the 
Citizen Expect from His Govern- 
ment.” 

Mr. Leasure reviewed legislation 
now before Congress and also legis- 
lation already passed by Congress. 
Among the measures discussed were 
the President’s proposal to increase 
the Supreme Court; bills concern- 
ing hours, wages, and fair trade 
practices; the O’Mahoney Bill; the 
Lamneck Bill; corporate and indi- 
vidual taxes; government reorgani- 
zation in the interests of better gov- 
ernment and economy; the Long 
and Short Haul Bill; neutrality 
measures; Tydings-Miller Bill, es- 
tablishing resale prices, and a farm 
tenancy bill. 


ir a 1,800 mem- 
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The legislation already passed 
and discussed by Mr. Leasure in- 
cluded the extension for three years 
of the “Yankee Bargaining Tariff”; 
the extension for two and one-half 
years of the period in which federal 
bonds ray be used as collateral for 
Federal Reserve currency; a_ bill 
providing for the retirment of Su- 
preme Court justices in their 70th 
year and after 10 years’ service, and 
the extension for two and one-half 
years of the Reconstruction Finance 
Corporation and its co-lending pow- 
ers. A question and answer period 
followed. 

L. C. Shalder, Federal Bureau of 
Investigation, United States Depart- 
ment of Justice, spoke on, “The 
Crusade Against Crime.” He stated 
that the cost of crime ran into bil- 
lions of dollars yearly, and came 
out of the taxpayers’ pockets. He 
pointed out that there was a great 
need for concerted opinion and ef- 
fort in the suppression of crime and 
that people get only that type of law 
enforcement they desire. 

Mr. Shalder illustrated his talk 
by referring to the operations of 
sensational criminals. He remarked 
that crime today was a big business 
and perhaps the biggest in this 
country. 

Following his talk there was a 
question and answer period. The 


meeting was then adjourned for the 
25 Year Club luncheon, over which 
past-president S. H. Thompson pre- 
sided as chairman, and auditor, 
James P. Mackey, as toastmaster. 

Arthur MacFarland, vice-presi- 
dent, presided at the next day’s ses- 
sion. Arthur C. Babson, Babson’s 
Statistical Organization, Inc., who 
discussed the general business out- 
look. With the aid of a large chart, 
graphing the physical volume of 
business from 1927 to 1937, Mr. 
Babson showed the successive peri- 
ods of rises and declines. He re- 
marked that from a statistical point 
of view, the country at present was 
back to normal. 

In discussing the chain stores, 
Mr. Babson stated that a Chicago 
chain grocery survey indicated that 
housewives shopped at chains be- 
cause vf attractive prices but didn’t 
shop at chains because of the im- 
personal manner of conducting busi- 
ness. This he said could be 
capitalized to the advantage of the 
dealers. He also pointed out that 
the country’s industrial development 
was not at a standstill. Two and 
three thousand people were being 
returned to work monthly because 
of the many new developments such 
as air-conditioning, trailers, pre- 
fabricated buildings, and etc. In 
closing Mr. Babson stated that by 
reverting to American ideals of hon- 
esty, initiative, and thrift, we can 
regain for ourselves a permanent 
prosperity. 

H. P. Sheets, managing director, 
National Retail Hardware Associa- 
tion, followed Mr. Babson with a 
discussion of consumer cooperatives 
and the facts about merchandising. 
The association’s attitude toward 
the cooperatives, he said, was one of 
recognizing their rights to engage 
in business in competition with any 
other group or persons but that 
federal or state subsidies or tax con- 
cessions should not ,be granted to 
that group and not to others. The 
independent merchants have little 
to fear from cooperatives if they 
make their business as efficient as 
it shouid be. 

The facts of merchandising, Mr. 
Sheets said were: intelligent buy- 
ing; correct pricing; sales plan- 
ning; sales promotion, and efficient 
equipment and services. These were 
not the the secrets of success but 
the reasons for success and the 
ability to meet or undersell com- 
petition comes from the proper 
function of these five factors. It 
was pointed out that the customer 
doesn’t buy what the merchant likes 
or what the merchant thinks the 

(Continued on page 102) 
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Connecticut Dealers Favor 
State Fair Trade Law 





CHAS. F. FREEMAN 


OR the purpose of discussing 

merchandising methods _ that 

bring customers and dollars to 
their stores, an enthusiastic group of 
Connecticut dealers met at the Elton 
Hotel, Waterbury, Conn., March 3 
and 4, for the 34th annual convention 
of the Connecticut Hardware Associ- 
ation. The organization went on 
record as favoring passage of a State 
Fair Trade Law. 

The sessions opened Wednesday 
afternoon with group singing led by 
Leslie Wheeler, Seymour. The pres- 
ident, G. H. Marvin, New Haven, re- 
viewed the activities of the associa- 
tion during 1936. He was followed 
by Charles F. Freeman, Branford, 
secretary, and H. W. Morse, Meri- 
den, treasurer, who made _ their 
reports. 

The first subject, “How Can I 
Merchandise Profitably?” was _ in- 
the form of a question and answer 
discussion with Carl Raven, Raven 
Hardware Co., Meriden, questioning 
Joe Palmer, Dickerman Hardware 
Co., Wallingford. Mr. Palmer stated 
that the mark-up on a dealer’s mer- 
chandise should not be lower than is 
necessary to meet competitive prices. 
Right prices, he said, may be se- 
cured by looking for special buys, 
volume buying, and volume selling. 
The latter can be accomplished by 
contacting cooperative groups, farm- 
ers, schools, athletic teams, clubs, 
etc. This special business, however, 
should be only a division of a retail- 
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er’s store and not the main part, for 
it is necessary to pay close attention 
to regular trade. He also suggested 
that dealers discount bills promptly, 
cater to women, guard against pilfer- 
ing and when selling major appli- 
ances, confine this activity to only 
one line. 

Henry Hitchcock, F. F. Hitchcock 
Co.. Woodbury, then questioned H. 
P. Sheets, managing director, 
N.R.H.A., on “How the Patman Law 
Affects You.” Mr. Sheets pointed 
out that when one considered the in- 
tent of the law and studied it section 
by section, it would be more clearly 
understood. He stated that though 
the chains would lose some of their 
price concessions, they would not 
yet be put on an equitable basis with 
the hardware dealer. When ques- 
tioned as to the effect of the law on 
dealers, having the exclusive agency 
for a line, Mr. Sheets stated that the 
answer depended largely upon 
whom the dealers’ competitors are 
considered to be. 

The dealers were next entertained 
by a talking picture showing the 
manufacture of brushes from the 
source of supply of bristles to the 
finished product in the factory. 

The remainder of the session was 
given over to a Question Box, led by 
Fred T. Blish, Jr., South Manches- 
ter, and William M. Weldon, Sims- 
bury. A question on whether the 
consumer who pays cash should pay 
the same as one, who charges. 


caused a lively discussion with many 
arguments pro and con. Several deal- 
ers indicated they allowed small dis- 
counts on cash sales as this practice 
entailed less bookkeeping and carry- 
ing over of accounts. Questions were 
also asked on the advisability of 
handling lines such as homework- 
shop equipment and the dropping 
of lines such as sporting goods. 

Following the collection of dues 
and the roll call, the meeting was 
adjourned for the annual banquet 
of The Nutmeggers, which is given 
each year in conjunction with the 
convention. 

The Thursday morning session 
was resumed with the Question Box 
discussion. Cooperative sales events 
such as Dollar Day, were generally 
agreed upon as being of value only 
indirectly to the hardware stores 
serving rather to advertise the deal- 
er’s community. One dealer pointed 
out that while Dollar Day enabled 
him to sell window and over-stock 
goods, it had little effect on other 
merchandise. When asked to express 
their opinions on a State Fair Trade 
Law, permitting manufacturers to 
suggest resale prices, which must be 
maintained by chains as well as 
other merchants, the response unani- 
mously favored such a measure. 

At the afternoon session, Hugh 
P. Beirne, secretary, state board of 
pharmacy and legislative chairman, 
Connecticut Pharmaceutical Associ- 
ation, discussed the Fair Trade Law 
before the Connecticut legislature 
and urged the dealers to come for- 
ward in support of the measure. He 
stated that the law would rectify the 
evils of pricing and would protect a 
manufacturer’s trademark. Section 
III of the bill would, he said, prevent 
a merchant from giving a free ar- 
ticle with a purchase. 

Mr. Sheets then spoke on “The 
Facts of Merchandising.” In dis- 
cussing consumer cooperatives, he 
said the right of any group to enter 
into any business it sees fit was un- 
deniable, but that no special privi- 
leges or subsidies would be given it 
and not accorded to any other simi- 
lar group. 

The five factors of successful mer- 
chandising as stated by Mr. Sheets 
were: intelligent buying, correct 
pricing, sales planning, sales promo- 
tion, and efficient equipment and 
service. The ability to meet or un- 
dersell competition was the proper 
performance of these five factors. 

W. R. Higgin, insurance coun- 
selor, Federal Hardware & Imple- 
ment Mutuals, spoke on “How Can 
I Meet Competition?” He told mem- 

(Continued on page 96) 
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300 Attended Wisco's 
Tenth Annual Convention 


ORE than 300 people at- 

tended the Wisco Hard- 

ware Company’s 10th An- 
nual Merchandising School and 
Sales Show at the Loraine Hotel, 
Madison, Wis., on Jan. 18 to 20, 
1937, with Wisco dealers from 
southern and central Wisconsin in 
attendance. 

The morning of the first day of 
the meeting was spent in fegistra- 
tion and a brief meeting with manu- 
facturers’ representatives. The first 
dealer meeting opened Monday aft- 
ernoon with Roy Beat, Mt. Horeb 
Hardware Co., Mt. Horeb, and pres- 
ident of the Wisco board of direc- 
tors, serving as chairman. Frank 
Smith described the features of a 
new line of floor covering. Motor 
oil selling in hardware stores was 
discussed by L. Grieff. Mr. Wells 
presented facts on new items of 
dairy harn equipment. J. A. Fits- 
chen, secretary and general mana- 
ger, reviewed the volume market in 
millwork for the hardware dealer. 
T. A. Walton, sales manager, called 
attention to new automotive lines 
now being carried. Mr. Tatge, spe- 
cial representative of the Majestic 
Range Co., commented briefly on 
1937 Majestic ranges, and J. S. 
Miller closed the session by a dis- 
cussion of the battery business as 
it concerns the hardware merchant. 

With more than three hundred 
men and women present, the Loraine 
Hotel Banquet Room was packed 
for the first evening’s program. A 
brass ensemble from the University 
of Wisconsin’s Music School, di- 
rected by Mr. Dally, presented a well 
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chosen musical group. Mr. Fitschen 
extended an official welcome; com- 
mented on the company’s increasing 
sales figures, and stressed the fact 
that sales records had been broken 
during 40 months of 41 months in 
a row. After outlining the expan- 
sion program for the next ten years, 
Mr. Fitschen declared that the 
closely knit organization between 
employees and Wisco independent 
dealer-owners was a big factor in 
the company’s growth. He then in- 
troduced the following department 
heads: J. R. Bennett, office manager 
and paint department buyer; H. O. 
Anderson, buyer; B. W. Walz, 
buyer, T. A. Walton, sales manager; 
W. Curtin, warehouse manager; Al. 
Edland, Leslie Olson, Gerald Ward, 
and M. A. Michaud, field represen- 
tatives; and Misses Helen’ Boerner, 
bookkeeping department, and Lelah 
Horning, sales promotion manager. 
Messrs. Curtin and Bennett intro- 
duced the office and warehouse 
personnel. 

At Tuesday morning’s session 
E. G. Lindquist, of the Ace Hard- 
ware Corp., Chicago, delivered a 
review of Ace operating principles, 
and expressed his conviction that 
marked growth was in prospect for 
the dealer-owned system of distribu- 
tion. He also contended that any 
large organization must act as a 
unit on promotional activities. Mr. 
Walton presented an analysis of the 
hardware market in typical south- 
ern and central Wisconsin towns, 
and exhibited charts showing total 
dealer purchases and _ dividends 
from Wisco. The closing feature of 


the session was a message from an 
enthusiastic Wisco dealer, Melvin 
Taylor, of W. F. Goldspohn Co., 
Arlington, who summed up the in- 
dependent hardware dealer’s posi- 
tion and pointed out the effect of 
recent legislation. 

Following lunch on Tuesday, Mr. 
Fitschen introduced the two newest 
members of the Wisco staff, Bert 
Walz and M. A. Michaud. Modern- 
ization, said Mr. Walz, is the only 
way small and medium sized hard- 
ware stores are going to develop 
Mrs. Customer’s frequent visits. 
Several phases of merchandising 
and store arrangement were then 
discussed by Mr. Walz. Mr. Mi- 
chaud emphasized that the chain or- 
ganization’s success comes from the 
planning of their central depart- 
ments, and that the independent 
dealer has at his fingertips those 
same promotional weapons. Sales 
promotion plans for the current 
year were explained in detail by 
Miss Horning. 

The University of Wisconsin’s 
Girl’s Glee Club provided music for 
the after dinner hour. Professor Gus 
Larson, national president, Ameri- 
can Society of Heating and Ventilat- 
ing Engineers, in his discussion of 
air conditioning, presented charts 
showing actual costs of heating 
units as compared to various types 
of insulation. His conclusion was 
that the more money spent on the 
original insulating of a home re- 
sulted in lower heating costs and a 
lower cost of the original heating 
unit. Tales of high adventure and 
travel were related by Gus Ander- 
son, who gave an account of his last 
summer’s trip to Europe and Spain. 

President Beat conducted the 
stockholders’ special session on 
Wednesday morning. Mr. Fitschen 
gave the secretary's report and 
P. M. Ellington, Edgerton, pre- 
sented the treasurer’s report. 

During the annual election the 
board of directors was increased 
from eight to nine members, and 
now includes the following members 
and officers: President, Roy Beat, 
Mt. Horeb; vice-president, Darwin 
Follett, Coloma; secretary and gen- 
eral manager, J. A. Fitschen, Madi- 
son; treasurer, P. M. Ellington, 
Edgerton; directors, Roy Gasser, 
Boscobel; Paul Genin, Belleville; 
Henry Kozelka, Prarie Du Chien; 
George Horn, Vesper, and F. E. 
McKichan, Fennimore. 

The company’s complete line of 
spring merchandise was shown in 
the 45 display booths comprising 
the exhibit which was staged in 
conjunction. 
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Steel Wire Nails. Field Fencing 

Polished Fence. Staples. Tin. 
Zinc. 

Galv. Fence Wire. Bale Ties 

Hog Barbed Wire. Steel Pipe 

Boiler Tubes, etc. Copper 

Cast Iron Pipe. Bolts and Nuts 

Spring Cotters and Keys 

Steel Rivets 

Auto Tires. Wire Rope 

Malleable Iron Clevises, etc. 

Building Paper and Felts 

Disston Cross Cut Saws 

Some Disston One Man Saws 

Disston Homeworkshop Circular 
Saws 

Kraeuter Tools. Some Grass 

Cetchers 

Hose Accessories. Lead Products 

Ckicago Curtain Stretchers 

Rayo Table Lamps, etc. 

One Make Lamp Wicks 

Some Kitchen Wire Goods 

One Make Mop Wringers 


ADVANCES BECOMING EFFECTIVE 


One Make Mason Caps 

Furnace Pipe and Elbows 

Wheeling Cut Nails, L.C.L. 

One Make Stove Shovels, Flue 
Stops 

Corrugated and Formed Roofing 

Eaves Trough, etc. Zinc Products 

Brass Machine Screws. Brass 
Nuts 

Brass Bolts and Nuts. Sleds 

Galv. Hardware Cloth. Skiis 

Malin Spooled and Coil Wire 

One Make Electrical Conduit 

— Pins. Plumbing Fit- 


seme Oil. Toboggans 

Bright and Brass Wire Goods, 
etc. 

Steel Spring Lock Washers 

Some Makes Golf Balls 

Copper and Brass Products 

Solder and Babbitt Metals 

Galv. Sheet Steel 

Some Makes Hack Saw Frames 
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Lead 


DECLINES BECOMING EFFECTIVE 


ADVANCES BEING ANTICIPATED 


Nails, Wire, Fencing—Fol- 
lowing the sharp rise on February 
24, all products were advanced 
again or March 5 as follows, the 
base prices shown being those now 
in effect to retailers, f.o.b. Chicago 
district basing points, for LCL 
orders: Wire Nails, up 25 cents to 
$3.00 Base; Polished Fence Staples, 
up 25 cents to $3.70 Base; Gal- 
vanized Fence Wire, up 30 cents to 
$3.85 Base; 80 rod 2 pt. Hog Barbed 
Wire, up 35 cents to $3.09 per 
spool; Bale Ties, up $5.00 per ton, 
and Field Fencing, up $7.00 per 
ton. Mills and jobbers have been 
forced, by the heavy demand, to 
put these advances into effect im- 
mediately. 

* * 

Wire products—The situation 
and viewpoint of wire and nail pro- 
ducers is well shown by the follow- 
ing excerpts from a March 9 bulle- 
tin, issued by Keystone Steel & 
Wire Co.: : 

“No orders will be accepted specify- 
ing delivery after June 30th. 

“So soon as we are sold out for the 
quarter on any particular product or- 
ders will only be accepted for shipment 
at mill’s convenience and at prices ef- 
fective on date of shipment. 

“You will please note that straight 
carload nail orders are to be solicited 
or accepted only with the approval of 
headquarters. There begins to be a 
general scarcity of nails and there may 
have to be some apportionment of our 
stocks in order to treat all customers 
fairly. 

“Jobbers and dealers are urged to 
IMMEDIATELY advance their resale 
prices—in view of general economic 
conditions it is wise to price merchan- 


dise at its replacement value and not 
on actual cost. 


Wire Products. Standard Pipe One Make Stoves, Ranges, etc. 
Axes. Prepared Roofing, Shingles 
Some Household Scales 

North & Judd Upholstery Nails 


Stove Pipe and Elbows 
Some Makes Window Glass 
Some Electric Refrigerators 


“No speculative orders are solicited 
—any such orders received will be re- 
turned for correction. 

“Recent price advances only reflect 
skyrocketing costs on spelter, scrap 
and labor; plus security insurance and 
heavier taxes. 

“Current demand fills the order 
books of all wire mills. The open win- 
ter, deferred maintenance, cessation of 
imports, greater farm purchasing 
power, more aggressive merchandising 
—all have a tremendous cumulative 
effect on business. 

“Keystone today believes the market 
is likely to level off for a while at the 
new prices. It believes these prices to 
fairly reflect present costs. 

“But further increases in cost may 
occur and are likely to be reflected in 
overnight price advances. Jobbers and 
dealers should make quotations and 
commitments with this fact in mind.” 

* * 

Steel pipe—The first change 
since 1934 has been announced by 
National Tube Company, and others, 
and will be in general effect by 
April 1. Standard galvanized steel 
pipe is raised six “points,” or twelve 
dollars per ton, and black pipe five 
“points,” or ten dollars per ton. 
Boiler tubes have advanced ap- 
proximately 714 per cent on hot 
rolled, and 10 per cent on cold 
drawn. Other tubular products have 
had a graduated rise of three to ten 
dollars per ton. On standard pipe, 
the increase averages around fifteen 
per cent. Right through the winter, 
jobber distribution of standard pipe 
has been heavy, due to the mild 
weather. A large spring increase is 
now in prospect, with a growing 
gain in residential building. 

* * 


Cast iron pipe—On March 
10 the prices of cast iron pipe, both 
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northern and southern bases, were 
advanced $5.00 per ton, effective im- 
mediately, by several leading manu- 
facturers. The advance was neces- 
sitated by increases in pig iron, 
wages and other costs. The advance 
is expected to extend immediately 
throughout all mills and distribu- 
tors. 
_ * * 

Bolts and _ nuts—Effective 
March 6, another general advance 
was put out by Lamson & Sessions 
Co., and others, revising the base 
discounts from lists to the following: 


Carriage and Machine Bolts— 
%x6in. and smaller .... 65— 5% 
Larger and longer up to 
and including 1 in. y ine 60—10% 
1% in. diameter and larger eae oa 
G. P. Lag Bolts, all sizes. 0% 
Hot Pressed or Cold Punched 
Hex. or Square Nuts— 


% in. and smaller ....... 5— 5% 
* to 1 in. inclusive ...... $0104 
1% in. and larger ....... 60— 5% 


On standard items, when ordered 
in full -case quantities, the above 
prices are subject to a special dis- 
count. 

* * * 

Spring cotters and keys—Fol- 
lowing a very competitive market 
during 1935 and 1936, quotations 
were advanced about ten per cent 
January first. On March 6, a new 
mark-up carried prices nearly seven 
per cent higher, affecting all stand- 
ard types of wire spring cotters, and 
flat spring keys. 

* 8 & 

Steel rivets—As part of the 
increase put out by bolt manufac- 
turers, quotations on both large and 
small rivets have been advanced 
effective at once. Prices of large 
rivets are up $7.00 a ton and small 
rivets about five per cent. Revised 
extras for large rivets are being 
issued, being based on size, quantity 
and type of head. Not all classi- 
fications are advanced, the purpose 
being tu readjust extras in relation 
to costs. New prices and extras are 
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for the second quarter, but apply 
immediately on all new business. 
* * * 

Non-ferrous metals—Tin re- 
cently has joined the procession of 
soaring prices on the _ principal 
metals, other than steel, and while 
a $5 drop on March 16 reversed the 
trend in pig lead with. the new 
price being 7.50c. to 7.55c. per 
pound, New York, copper and zinc 
continue their inflated situation. A 
“weighted” average of the whole- 
sale cost of these four metals, on 
March 10, reached 13.07 cents per 
pound, compared to 8.16 cents a 
year ago, and almost even with the 
average in May, 1929. The rise on 
the individual metals, March 10, 
1937, wholesale prices compared 
with a year ago, is startling: 
Copper (Eastern) 

16.25 cents, last March 9.25 cents 
Tin (New York) 

65.75 cents, last March 48.00 cents 
Lead (St. Louis) 

7.35 cents, last March 4.45 cents 


Zine (St. Louis) 
7.50 cents, last March 4.90 cents 


These advances are ascribed to 
European armament buying, but un- 
doubtedly are largely speculative, 
and domestic buyers are ordering 
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very conservatively at the new levels. 
* 8 # 

Other lines affected—Recent 

increases have been followed 

prompily by similar mark-ups on 





WHOLESALE HARDWARE 
COLLECTIONS 
DALLAS—tThe ratio of wholesale 
hardware collections during Janu- 
ary, 1937, to accounts and notes 
outstanding on December 31, 1936, 

was 50.6 per cent. 


MINNEAPOLIS—Wholesale hard- 
ware accounts and notes receivable 


Per Cent of Increase or Decrease in 1937 
Wholesale Hardware SALES as Compared Wholesale Hardware STOCKS as Compared 


With Corresponding Months of 1936. 


(National Averages.) 


on January 31, 1937, were plus 13 
per cent as compared with the 
same month last year. 


KANSAS CITY—Wholesale hard- 
ware accounts collected in January, 
1937, were plus 13.4 per cent as 
compared to January, 1936. 


ATLANTA—The wholesale hard- 
ware collection ratio was 48.5 per 
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the fabricated metals. Copper and 
brass sheets, wire, and _ tubing, 
solder and babbitt metals, lead pipe 
and traps, lead washers, sheet lead, 
and sheet and strip zinc have 


cent in January, 1937; 50.1 per cent 
in December, 1936, and 41.2 per 
cent in January, 1936. 


NEW YORK—The per cent of 
wholesale, hardware charge ac- 
counts outstanding on Dec. 31, and 
collected in January, was 43.6 per 
cent in 1936, and 45.6 per cent in 
1937. 


RICHMOND—The percentage of 
Jan. 1, 1937, wholesale hardware 
receivables collected during the 
month was 47.4 per cent. 


PHILADELPHIA—The ratio of col- 
lections to receivables in January, 
1937, was 48; in December, 1936, 
was 53, and in January, 1936, was 
40. 


CHICAGO—The per cent of change 
from January, 1936, on wholesale 
hardware accounts outstanding was 
plus 26.8 per cent and collections 
were plus 36.7, while the ratio of 
accounts outstanding to net sales 
was 210.9. 


ST. LOUIS—Reports relative to 
collections during January reflected 
spottiness due to the floods. Rep- 
resentative interests reported on 
January collections as follows: 
good, 46.4 per cent; fair, 40.6 per 
cent; excellent, 2.5 per cent, and 
poor, 10.5 per cent. 
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changed so rapidly that mills and 
jobbers have been having great dif- 
ficulty in posting their trade as to 
the latest market. Copper rivets 
and burrs advanced again March 3 
three cents, to 30 cents per pound 
base, and went up another cent the 
succeeding week, eight cents in not 
much ever a month. Solid copper 
brake hand rivets were raised about 
ten per cent. Rubber-covered wire 
was raised on March 8, to a varying 
degree on various sizes, but reported 
at about eight per cent on No. 14 
solid single braided. The zinc rise 
was partly responsible for the 40 
cents per 100 lbs. increase, March 
5, on galvanized sheet steel. 
* * * 

Automobile tires—Leading tire 
manufacturers early last week raised 
prices an average of 6 per cent, the 
first announcement coming from 
Goodyear. This represents the fourth 
increase in the last nine months and 
follows a raise of 6 per cent on Jan- 
uary 18. Last week’s change places 
tire prices at about 64.6 per cent 
of the 1926 average, compared with 
49.4 per cent last year, 54.1 per cent 
in 1910 and 64.4 per cent in 1929. 
Recent wage increases and higher 
crude rubber costs were mentioned 
as responsible for the rise. 

* * * 

Wire rope—Effective March 
20, leading manufacturers advanced 
base discounts by five “points,” in- 
cluding new quotations as follows 
on leading sellers, base prices for 
the territory east of the Missouri 
river: 

6 x 19 Plow Steel—discount 25 per cent, 
formerly 30 per cent. 

6x37 Flexible Plow Steel — discount 
25 per cent, formerly 30 per cent 

6 x 19 Cast Steel—discount 10 per cent, 
formerly 15 per cent 

6x19Iron—list plus 5 per cent, for- 
merly Net List 

6x7 Galvanized Sash Cord—discount 
15 per cent, formerly 20 per cent 

* *& *& 

Building paper and felts—A 
great rise in dry felts, due to scarce 
and higher rags, has raised prices 
sharply on deadening felt and slat- 
ers’ felt, and the withdrawal by 
roofing makers of certain territorial 
concessions seems to forecast an 
early rise on all prepared roofings 
and shingles. Makers of rosin-sized 
sheathing are very busy, by reason 
of heavier demand, and one of the 
largest has suffered delay from flood 
damage. Prices are up about six 
dollars per ton, but mills are ac- 
cepting orders only subject to delay, 
and to take prices in effect at time 
of shipment. 

* _ = 

The Wheeling Steel Corp.— 
Wheeling, W. Va., has announced 
new prices on cut nails in less than 
car load lots, with the change be- 


coming effective on March 2. Pitts- 
burgh base prices are now: $3.65 on 
five kegs or over, and $3.80 on less 
than five kegs. 

* * # 

Malleable clevises—A num- 
ber of makers have already ad- 
vanced prices about ten per cent on 
malleable iron clevises and other 
malleable wagon repairs. Other 
manufacturers of malleable iron 
have withdrawn prices, and have 
new schedules in preparation. 

* * * 

Axes—Manufacturers have is- 
sued opening prices, unchanged 
from those previously in effect, but 
with five per cent discount offered 
for early orders, as in former 
spring seasons. This year, however, 
both the early discount and -the 
prices themselves are limited to 
orders received prior to April 30, at 
which time the makers feel that ad- 
vancing costs may force a price 
change for later business. 

+ * 

Cross cut saws—Disston dis- 
tributors have been notified of a ten 
per cent advance to be in effect 
April first on all grades of cross 
cut and one man saws except the 
high quality precision ground items. 
Disston home workshop circular 
saws have been raised about ten per 
cent. Some makers of hack saw 
frames have announced increases 
averaging up to 15 per cent. 

* * * 

Kraeuter tools—On February 
25 Kraeuter and Company issued 
a complete new price list on their 
lines of pliers, punches, cold 
chisels, etc., with the advance aver- 
aging ten per cent. 

* * 

Grass catchers—Hose Sun- 
dries—Canvas Products Co. and 
others have recently marked up 
prices on their grass catchers about 
five per cent. An advance by all 
manufacturers is in effect on hose 
accessories, nozzles, etc., averaging 
ten per cent. 

* * 

Housewares—On March 10, 
Chicago Curtain Stretcher Co. ad- 
vanced prices about five per cent, 
referring to the change as being the 
smallest increase possible, in the 
face of advanced costs. Bradley & 
Hubbard Mfg. Co. have increased 
prices on their Rayo Table Lamps, 
burners and parts. Socony Vacuum 
Oil Co., will advance lamp wicks 
about ten per cent on April 1. A 
leading maker of mop wringers has 
raised prices about ten per cent, 
and a similar increase is in effect 
on some lines of kitchen wire goods. 
An advance of 74 per cent on seam- 


less milk strainers is also reported. 
Prices have been withdrawn by 
some manufacturers of household 
scales, preparatory to issuing new 
and higher quotations. Crown Cork 
and Seal Co. have raised their 
Crown two-piece Mason caps 50 
cents per gross, and the lids only, 
15 cents per gross. North & Judd 
Mfg. Co. have withdrawn prices on 
upholstery nails, with advances to 
follow soon. 
* * * 

Stoves and Sundries—A. J. 
Lindemann & Hoverson Co., have 
written their distributors, withdraw- 
ing quotations on their lines of 
stoves, ranges, heaters and ovens, 
and advising of higher prices in 
preparation, to be in effect for 
second quarter purchases. Reeves 
Manufacturing Co. and some other 
makers of stove pipe and elbows 
have withdrawn all prices, and will 
quote revised figures on application. 
Leading manufacturers have raised 
furnace pipe and elbows about 10 
per cent, and are contemplating an 
early mark-up on stove pipe and 
stove elbows. Geuder, Paeschke and 
Frey Co., have advanced stove 
shovels ten per cent, and flue stops 


five per cent. 
* * * 


Corrugated _roofing—Eaves 
trough-—Following the advance 
March 5 on steel sheets, makers of 
corrugated and formed roofing 
sheets bave raised base prices 30 to 
50 cents per square. Eaves trough, 
conductor pipe and ridge roll have 
been advanced five per cent, with 
elbows and other fittings unchanged 
at this time. 

* * * 

Screw products, etc.—Prices 
on steel machine screws and nuts 
were reafirmed on February 27, but 
brass machine screws were raised 
from 671% per cent base to 6214 per 
cent. Brass nuts were advanced 
from 75 per cent to a new base of 
72 per cent. Steel and brass es- 
cutcheon pins were advanced Feb- 
ruary 26 another ten per cent, and 
all makers of brass bolts and nuts 
have raised prices 10 to 20 per cent. 
The increase on bright and brass 
wire goods and cup hooks, of five 
per cent, reported last month, has 
now been placed in general effect. 

* * 

Hardware cloth—Galvanized 
standard hardware cloth has been 
advanced 50 cents per 100 square 
feet in the net resale prices, after 
an earlier mark-up in the discount. 
The total change since October has 
been about twenty per cent on the 
2 x 2 and 4 x 4 meshes, which are 
the best sellers. 
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Spooled and coil wire— 
Malin & Company, after withdraw- 
ing former prices quoted last De- 
cember, have issued temporary new 
schedules pending more settled con- 
ditions. Present advances, effective 
March 8, and subject to further 
change, include about ten per cent 
on light spool wires and five per 
cent on handy coil stove pipe wire. 
Five pound reels of the latter are 
advanced three cents per reel. 


= = @ 


Electrical conduit—Steelduct 
Co., on March 10 raised their prices 
on standard rigid conduit twenty 
dollars per ton, and on electrical 
metallic tubing, 1744 per cent. Ac- 
tive building contracts are protected, 
but new business is accepted only 
subject to the shipping convenience 
of the company. 


- = ¢€ 


Plumbing fittings—Manufac- 
turers have issued revised prices on 
all iron and brass fittings including 
plugs, bushings, unions and nip- 
ples, effective March 15. The entire 
brass line is advanced fifteen per 
cent; the iron line ten per cent. One 
company will accept only fully speci- 
fied orders, not to exceed normal 
thirty day requirements, for ship- 
ment at factory convenience. An 
advance of 15 per cent on black 
pipe couplings, and 20 per cent on 
galvanized became effective March 
11. Soil pipe fittings were raised 
15 per cent on March 15, brass 
valves about 10 per cent on March 
5, and radiator air valves have ad- 
vanced ten per cent. A five per 
cent increase has been put out by 
several makers of steel spring lock 
washers, to become effective April 
i. 


+ * 


Paints, glass, etc—Linseed 
oil made a sharp advance of three 
cents per gallon on March 11, with 
the February declines now more 
than offset. Paint sales, for so early 
in the season, have gained sharply, 
due to increased building, to the 
demand from flood areas, and to the 
ordering for stock build-up by 
wholesale and retail distributors. 
The census bureau reported January 
sales of paints, lacquers and var- 
nish as 162/3 per cent ahead of 
January, 1936. The window glass 
market is firm, and some makers 
are said to be considering a further 
general advance. 


> = @ 


Sports supplies —The open 
weather in many localities has made 


roller skates largely saleable at re- 
tail, and well in advance of the 
usual season. Several jobbers report 
largely increased sales. The same 
condition has aided an early interest 
in baseball, and dealers are calling 
for shipments at once. Boys’ wagons 
and other children’s vehicles will be 
much higher, and some changes 
have already started, as the result 
of higher steel and labor costs. 
Added orders are noted from many 
dealers who had purchased earlier. 
Jobbers report that fall lines are 
selling freely for future delivery. 
Prices on skis and toboggans are up 
about 20 per cent, and sleds have 
advanced ten to fifteen per cent. 
Some makers of golf balls are mak- 
ing slight advances, due to higher 
rubber costs. 


Sales of the brush division 
of Devoe & Raynolds Co., Inc., New 
York City, reached, in 1936, the 
highest sales figures ever reported 
for any annual period during the 
half century the company has been 
manufacturing brushes. 


* + 


January sales of all Norge 
products totaled 43,065 units, an 
increase of 47.6 per cent as com- 
pared with the same month of 1936, 
according to Howard E. Blood, presi- 
dent, Norge Division, Borg-Warner 
Corp., Detroit, Mich. Percentage 
increases as reported by divisions 
were: refrigerators, 75.9; washers, 
37.8; ironers, 173.5; commercial re- 
frigeration, 107.6; kitchen ranges, 
21.9; oil burners, 121, and furnaces, 
361.5. 





Garden Window Trim 





Of the seven pieces, one pictures 
Union’s trade character, Dad Atter- 
bury, all other pieces including the 
big 7 ft. banner are designed to draw 
attention to and suggest the purchase 
of additional items, besides tools, 


which hardware stores sell to home 
gardeners. Around the base are four 
educational strips, picturing 14 pro- 
gressive steps in the proper prepara- 
tions, first of a garden, then of a lawn. 
Instructions are printed in easily read- 


able type under the pictures, each of 
which gives advice and suggests the 
purchase of one or more pieces of 
garden equipment displayed in the 
window. Window trim is in seven 
colors. Photographs of completely 
trimmed windows are included, with 
instructions to help dealers build sell- 
ing arrangements of garden merchan- 
dise. The Union Fork & Hoe Co., 
Columbus, Ohio. 
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H. M. SWAIN, INC., OFFERS LINE OF AUGER BITS 





Announces “H. M. Swain” Line of Auger Bits and Issues State- 
ment Regarding Specifications, Distribution Policies and Mar- 
gins for Wholesale and Retail Distributors. 





The firm of H. M. Swain, Inc., 120 West 2nd St., Dayton, Ohio, 


was formed by H. M. Swain, who 


severed his connection as execu- 


tive vice-president of The Irwin Auger Bit Co., Wilmington, Ohio, 


on February 16, 1937. Mr. Swain 
Inc., and will devote his entire 
time to its activities. Coincident 
with this announcement, is a 
signed statement by Mr. Swain 
advising the trade that he has 
developed, to his own specifica- 
tions, a new line of auger bits 
which will bear the brand name 
“H. M. Swain.” This statement 
reads as follows: 

“I have always had very defi- 
nite ideas about the proper 
specifications required for auger 
bits that would do an efficient 
job in service and equally pre- 
cise convictions about distribu- 
tion policies that protected the 
independent wholesale and retail 
hardware distributors of such 
products. And I have long real- 
ized that discounts for whole- 
salers and retailers are inade- 
quate and needed revisions to 
provide a wider spread for these 
distributors. 

“At long last, I am in position 
to announce the ‘H. M. Swain’ 
auger bit line, made to my speci- 
fications; to be sold strictly 
through hardware wholesalers 
and retailers, without any excep- 
tions, and at prices that are 
competitive—yet with the greater 
margins which these distributors 
require, should have and now 
will have in the sale of auger 
bits. 

“Further details about speci- 
fications, distribution policies 
and distributors’ margins will 
be announced to the trade in a 
few days.” 


KLEIN & BECK HANDLE 
WAYNE FIREPLACE LINE 


Wayne Agricultural Works, 
Inc., Goldsboro, N. C., manufac- 
turers of Wayne fireplace fur- 
nishings and Wayne farm im- 
plements, etc. has appointed 
Klein & Beck, Inc., 1150 Broad- 
way, New York City, manu- 
facturers representatives, to rep- 
resent its lines. 
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heads the firm of H. M. Swain, 





H. M. SWAIN 





POT & KETTLE NEWS 


The Los Angeles Pot & Kettle 
Club was addressed on Feb. 9 
by Judge LeRoy Dawson, who 
gave an interesting and humor- 
ous talk on Sunrise Court. Ac- 
tivities of the Sheriff's Office 
were outlined by Sheriff Eugene 
W.  Biscailuz, Los Angeles 
County, at the following meeting 
and at the meeting held Feb. 23, 
Jack Cragg, Barker Bros., re- 
lated various incidents that 
happened when the members 
frum Los Angeles and vicinity 
attended the recent Chicago 
Housefurnishings Show. Plans 
were announced, at the March 2 
meeting, for a dinner dance to 
be held April 3 at the Elks Club, 
with Al Houseman, Dohrmann 
Hotel Supply Co., as chairman. 
H. F. Bauer, Hamburg-Ameri- 
can Line delivered an illustrated 
travel lecture of a tour around 
the world at the March 9 meet- 
ing. 

Members of the San Francisco 
Pot & Kettle Club held some 
very interesting meetings in re- 
cent weeks. Henry Clausen, 
Junior Chamber of Commerce, 
spoke on the topic, “Shall We 
Tamper with the Supreme Court” 





and Mr. Pettitt, National Broad- 
casting Co., addressed the club. 
The Anti-Picketing Ordinance 
was discussed by Mr. Harris. 
Phil. Seagrave, Western Hard- 
ware Co., was in charge of the 
stag dinner held March 9 at the 
E] Jardin Cocktail Lounge. 

Walter Potter, Division Light- 
ing Engineer, General Electric 
Co., gave a demonstration of 
“Modernization Through Light- 
ing” at a recent meeting. 





NAMES DISTRIBUTOR 
FOR SOUTHERN MAINE 


Landers, Frary & Clark, New 
Britain, Conn., has appointed 
Edwards & Walker Co., Port- 
land, Me., to distribute Universal 
electric refrigerators in southern 
Maine. 


> 





LAMSON & GOODNOW HAS 

NEW CHICAGO MANAGER 

Myron J. Kelly, associated 
with Rogers, Lunt & Bowlen, 
Greenfield, Mass., silversmiths, in 
charge of Chicago and the north- 
western territory has been ap- 
pointed Chicago manager for 
Lamson & Goodnow Mfg. Co., 
Shelburne Falls, Mass., cutlery 
manufacturers. Combined Chi- 
cago offices for the two com- 
panies are located in suite 1235, 
Merchandise Mart. 

Robert L. Boylen, R. T. Boylen 
Co., Kansas City, Mo., manufac- 
turers agents, who has directed 
a staff covering Colorado, Ne- 
braska, Kansas, Iowa and Mis- 
souri for the past year has taken 
over the additional territory in- 
cluding Minnesota, North and 
South Dakota for Lamson & 
Goodnow. 





GEO. W. ECKHARDT TO BE SALES MANAGER 
FOR JOHN H. GRAHAM & CO., INC. 


On April 1, George W. Eck- 
hardt, Executive Secretary of 
The National Supply and Ma- 
chinery Distributors’ Associa- 
tion, will become associated with 
John H. Graham & Co., Inc., 
manufacturers sales representa- 
tives, 113 Chambers Street, New 
York City, where he will be in 
charge of sales. 

Since November 1, 1933, Mr. 
Eckhardt has been engaged in 
trade association work, being a 
mer.ber of the staff of the 
George A. Fernley organization, 
505 Arch Street, Philadelphia. 
After the enactment of the Na- 
tional Industrial Recovery Act, 
his attention was devoted largely 
to code work and during this 
period he served as Correspond- 
ing Secretary of the Code Au- 
thority for the Industrial Supply 
Trade. At the Pinehurst Con- 
vention in May, 1935, Mr. Eck- 
hardt was appointed Executive 
Secretary of The National Supply 
and Machinery Distributors’ As- 
sociation. Since then he has 
devoted his entire time to the 
work of that Association. 

Prior to 1933, Mr. Eckhardt 
was with Henry Disston & Sons, 
Inc., Philadelphia, Pa. for a 








GEO. W. ECKHARDT 


number of years as manager of 
sales in their hardware division. 

He enjoys an unusually wide 
acquaintance and popularity 
both in the hardware and indus- 
trial supply trades and as a re- 
sult of his previous experience 
is fully cognizant of the various 
problems of distribution, both 
from the standpoint of the manu- 
fecturer and the distributor, so 
that he is eminently qualified 
for his new duties as sales man- 
ager for John H. Graham & Co., 
Inc. 
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SYDNEY ATKINSON AGAIN 
HEADS BROOKLYN GROUP 


Sydney Atkinson was reelected 
president of the Brooklyn Hard- 
ware Association at the March 
11 meeting held at the Johnston 
Bldg., 8 Nevins St., Brooklyn. 





SYDNEY ATKINSON 


A. W. Dow, Baldwin Harbor, 
Long Island, N. Y., first vice- 
president; Anthony Herrmann, 
Giendale, second vice-president; 
Ralph S. Allen, secretary, c/o 





Taken at the thirty-seventh an- 
nual dinner of the Pennsylvania 
Wholesale Hardware & Supply 
Association, Hotel Astor, New 
York City, March 11, 1937. 
Adam Z. Moore, president, Stein- 
man Hardware Co., Lancaster, 
Pa., is president of the associa- 


Diamond Expansion Bolt Co., 48 
W. Broadway, New York City, 
and Henry F. Bond, Ridgewood, 
treasurer, were reelected. Sam 
Singer and T. Hansen were 
elected trustees. 

Frederick Pfeifer, The Payson 
Cu., 70 Barclay St., New York 
City, was elected an honorary 
member of the Brooklyn asso- 
ciation. A. Flamman, Brennan, 
Flamman & Simpson, legal coun- 
sel for the association, explained 
the terms of the Feld bill. 


FIRE RAZES CARLISLE 
HARDWARE STORE 


The main store of the Carlisle 
Hardware Co., at 1548 Main St., 
Springfield, Mass., five stories 
high in front and four in the 
rear, and a six-story warehouse, 
were destroyed by fire early Sun- 
day morning, March 14. Both 
buildings were stocked with 
hardware, appliances, mill and 
builders’ supplies, sporting goods, 
and agricultural supplies. Loss 
to the company by fire is es- 
timated at $300,000, virtually 
covered by insurance. The 
heavier loss, according to Fred 








tion and acted as toastmaster. 
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E. Carlisle, president and trea- 





surer, will be from the loss of 
business in the next four to six 
months. Much of the merchan- 
dise can be replaced only at 
higher costs. 

When the fire was discovered, 
it was making strong headway 
in both store and warehouse, so 
that it was necessary to fight 
two fires at once. There was a 
tunnel connecting the basements 
of the two buildings, but this 
was equipped with a heavy fire 
door and could not have been 
responsible for the spread of the 
flames. The store and warehouse 
will be rebuilt as soon as pos- 
sible. The store will likely be 
a three-story structure. Manufac- 
turers’ catalogs replacing those 
destroyed would be appreciated. 


DAMAGED BY FIRE; 
STORE NEEDS CATALOGS 


On Feb. 21, the hardware 
store of Getz Bros., 132 N. Water 
St., Kent, Ohio, was destroyed by 
fire. Plans are being made for 
rebuilding the Getz store. 

Getz Hardware would appre- 
ciate receiving catalogs of hard- 
ware and allied lines to replace 
those lost in the fire. 





At the business session, the fol- 
lowing day, Mr. Moore and other 
officers were reelected. Other 
officers who will serve another 
term are: first vice-president, 
Geo. A. Rick, Stichter Hard- 
ware Co., Reading, Pa.; second 
vice-president, S. H. Smith, 





Steinman Hardware Co., who 


Pennsylvania Wholesalers Meet at New York City, March 11-12, 1937 


also serves as secretary; trea- 
surer, Geo. D. Krause, Geo. 
Krause Hardware Co., Lebanon, 
Pa., and assistant treasurer, Max- 
well Krause, Geo. Krause Hard- 
ware Co. A group of New York 
State wholesalers were present as 
guests as were many manufactur- 
ers’ executives. The following day 








WESTINGHOUSE FORMS 
HONORARY SALES CLUB 


The “Ancient and Abrasive 
Order of Tuff Guys,” or the Tuff 
Guys Club, has been created by 
the Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa., 
for its retail range salesmen. The 
club was formed to encourage 
and promote the art and knowl- 
edge of cookery among the sales- 
men who do not already have 
the ability as well as to honor 
those who can already cook. 

The official motto of the new 
organization is “Socet Tuum,” 
and a suitably engraved mem- 
bership certificate is given each 
member. Actual proof is  re- 
quired that the range salesman 
actually cooked the necessary 
dishes before he is awarded 
membership in the group. J. D. 
Kelly, range sales manager, was 
the first to receive a certificate 
of membership. George Rector, 
internationally known chef and 
Lowell Thomas, author, traveler, 
and news commentator, have 
been awarded honorary member- 
ships. 





New 


wholesaling problems in 
York and Pennsylvania were dis- 
cussed. At the lunch, Chas. J. 
Heale, editor, HARDWARE AGE, and 
Geo. A. Fernley, sec. treas., Na- 
tional Wholesale Hardware Asso- 
ciation, led a discussion on the 
Robinson-Patman law and _ its 
effect on hardware wholesaling. 
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FEDERAL LEGISLATION TO PLAY IMPORTANT PART 
IN JOBBER-MANUFACTURER CONVENTION PROGRAM 


Attendance at the annual joint 
convention of the Southern Hard- 
ware Jobbers Association and the 
American Hardware Manufactur- 
ers Association, in New Orleans, 
La., April 19-22, inclusive, is ex- 
pected to be the largest in the 
history of these joint gatherings. 

Headquarters will be at the 
Roosevelt Hotel. The entire mez- 
zanine floor of the Roosevelt has 
been reserved for the convention, 
and its spacious corridors and 
many committee and meeting 
rooms will be fitted out as a big 
“hardware lobby.” Here will be 
concentrated all business activ- 
ities of the convention, including 
registration of delegates. This 
should facilitate those contacts 
between wholesalers and manu- 
facturers. 

The formal business of the 
convention starts with an open 
joint meeting on Monday night, 
April 19. Following a short 
musical program and remarks by 
President Robert H. Baker, of 
the jobbers’ organization, and 
President Robert G. Thompson, 
of the manufacturers’ association, 
the principal address of the eve- 
ning will be delivered by Clay- 
ton Rand, publisher of the Mis- 
sissippi Guide. 

A business meeting of the 
Southern Hardware Jobbers As- 
sociation is scheduled for Tues- 
day morning, from 9.30 a. m. to 
ll a.m. This will be given over 
principally to general discussions 





R. G. THOMPSON 


of a number of topics of special 
concern to the jobbers at this 
time, such as the problems of 
conforming to the requirements 
of the Robinson-Patman Act, 
salesmen’s compensation, stock 
control, promoting specialty lines, 
operation of a budget system, 
time-saving features in jobber 
operations, etc. 

This separate jobber session 
will be followed by a joint busi- 
ness meeting of both associations, 


78 





Henry H. Heimann, executive 
manager, National Association of 
Credit Men, will address this ses- 





ROBERT H. BAKER 


sion on the subject, “Wake Up 
and Think.” Hugh C. Ross, 
Jackson, Tennessee, president of 
the National Retail Hardware As- 
sociation, will be another speaker 
at this session. 

The Wednesday morning joint 
business meeting of the two as- 
sociations will be addressed by 
Henry P. Fowler, acting man- 
ager, Department of Manufac- 
ture, U. S. Chamber of Com- 
merce, Washington, D. C., who 





will speak on “Federal Legisla- 
tion Affecting Business.” Mr. 


Fowler is expected to give con- 
siderable attention to problems 
arising under the Robinson-Pat- 
man Act, and also to other 
legislation, recently enacted or 
proposed, which affects business. 

Robert H. Givens, Jr., attorney 
of Tampa, Florida, will speak on 
“Florida’s Plan of Recovery.” 
He will deal principally with the 
chain store problem and the leg- 
islative remedy which Florida 
business interests expect to have 
enacted to meet the situation. 

Shannon Crandall, Los Angeles, 
California, president of the Na- 
tional Wholesale Hardware As- 
sociation, will be another speak- 
er, his subject being “Distribu- 
tion.” 

Thursday morning will be 
given over to separate executive 
sessions of the two associations, 
for discussion of trade problems 
and routine association business, 
with adjournment Thursday noon. 

In connection with this joint 
convention, there will be several 
other meetings in the New Or- 
leans during the week, of special 
interest to the hardware trade. 
Among these will be the annual 
meeting and the the annual din- 
ner of the Old Guard, Southern 


Hardware Salesmen’s Associa- 





tion. The Texas Wholesale Hard 
ware Association will hold a spe- 
cial called meeting at New Or- 
leans on Monday afternoon, April 
19. On Monday evening will be 
held the second annual dinner 
of the X-Club, an organization 
composed of past-presidents of 
the Southern Hardware Jobbers 
Association, American Hardware 
Manufacturers Association, the 
Old Guard, the Texas Wholesale 
Hardware Association, and the 
National Wholesale Hardware 
Association. 

Entertainment features promise 
to be of unusual interest, and 
fully in keeping with the de- 
lightful city in which the conven- 
tion will be held. 

General arrangements for the 
convention are in charge of a 
committee composed of President 
Robert H. Baker and Secretary 
T. W. McAllister, of the South- 
ern Hardware Jobbers Associa- 
tion, and President Robert G. 
Thompson and Secretary Charles 
F. Rockwell, of the American 
Hardware Manufacturers Asso- 
ciation. The entertainment com- 
mittee, composed of New Or- 
leans jobbers and leading fac- 
tory men making their headquar- 
ters in that city, is headed by 
Henry D. Archer as chairman. 
I. H. Stauffer, of Stauffer-Eshel- 
man and Co., New Orleans, is 
chairman of the golf committee, 
which is arranging a tournament 
for the convention delegates. 








ANIMAL TRAP CO. HOLDS ANNUAL SALES MEETING 


The annual sales meeting of 
the Animal Trap Co. of America, 
held recently at the home office 
at Lititz, Pa., was attended by 
all salesmen employed by the 
firm. For six days, eighteen men 
connected with the sales depart- 
ment were quartered at the 
Kuehnle Lodge on the Choptank 





River near Cambridge, Md., 
where they made a serious study 
of trapping on marsh lands. 
Each man was assigned to a 
local trapper on his rounds in 
the marsh where they studied 
the method of locating runways, 
setting traps and removing 
muskrats that had been caught. 





At the lodge the men were 
instructed in the proper method 
of handling pelts, and preparing 
them for the market. The Stop 
Loss traps, both in the Long 
Spring No. 1-VG and _ under 
spring No. 1-JG type were dem- 
onstrated under actual condi- 
tions. 
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MASBACK ENTERTAINS 
MORE THAN 1500 PEOPLE 
WITH “AT HOME” DAYS 


Masback Hardware Co., Inc., 
326-330 Hudson St., New York 
City, wholesale hardware distrib- 
utors recently played host to 
more than 1500 dealers, retail 
hardware salesmen and their re- 
spective families during an “At 
Home Day,” the event being a 
two-day merchandise show. As 
many of Masback’s customers 
had not previously visited the 
company’s new quarters, all re- 
tailers visiting the show were 
conducted through the entire 
building. All Masback salesmen 
were in attendance both days of 
the show to welcome their cus- 
tomers and friends. 

In addition to special booths 
erected for the lines distributed 
by the company there were man- 
ufacturers’ representatives and 
salesmen on hand to demonstrate 
and explain the displayed mer- 
chandise. There was a complete 
display of all of Masback’s “Red 
Diamond” products including 
many new items added since the 
issuance of the company’s most 
recent catalog, this merchandise 
being featured in an attractive 
display in the assembly and 
packing room. All merchandise 
shown in the special display and 
in the company’s model store was 
price tagged with the dealers’ net 
cost price for the convenience of 
visiting dealers. “At Home Day” 
specials were offered to dealers 
attending the show. 

For the convenience of visit- 
ing dealers and salesmen a _ buf- 
fet lunch was served both after- 
noons at Masback’s headquarters. 
Motion pictures were shown each 
day by Plymouth Cordage Co., 
North Plymouth, Mass., and the 
National Carbon Co., Inc., New 
York City. 


BURNETT DIRECTS SALES 
FOR BELKNAP DIVISION 


Luther R. Stein, vice-president 
and general sales director, Belk- 
nap Hardware & Mfg. Co., Louis- 
ville, Ky., wholesale hardware 
distributor, has announced the 
appointment of Houston H. 
Burnett as director of Belknap’s 
southeastern division, succeeding 
the late Thomas Earl Hereford. 
The division headed by Mr. 
Burnett includes the Carolinas, 
Virginia, District of Columbia, 
Florida and Georgia. 

Mr. Burnett has spent twenty- 
two years in hardware and 
kindred lines starting his hard- 
ware career with Keith-Simmons 
Hardware Co. in Nashville, Tenn., 
serving that company for six 
years as order clerk, stock clerk 
and later as a traveling sales- 
man. He joined the Belknap or- 
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HOUSTON H. BURNETT 


ganization in October, 1923, as a 
specialty cutlery salesman, later 
being given a general line ter- 
ritory with headquarters in Ashe- 
ville, N. C. 


BASEBALL WEEK 
APRIL 3-10 
The 16th annual observance 
ot National Baseball Week, 
marking the opening of the 
sand-lot playing season, will be 





held from April 3 to 10. The 
week will feature window dis- 
piays and newspaper advertising 
contests for sporting goods, hard- 
ware, department, and _ other 
stores, handling baseball goods. 
Details of these contests are 
available from the sponsor, The 


Sporting Goods Dealer, St. 
Louis, Mo. 
CORRECTION 
On Feb. 3, Henry Disston & 
Sons, Inc., Philadelphia, Pa., 


tended a luncheon to 79 of its 
employees, whose years of service 
totaled 4,260 years. We an- 
nounced this news on page 45 
of our Feb. 25 issue but inad- 
vertantly omitted from the list 
of officers of the company the 
names of Richard T. Nalle, vice- 
president in charge of produc- 
tion; George F. Rogers, super- 
intendent of File Works; Albert 
Disston, superintendent of Saw 
Works, and J. M. Goodpasture, 
superintendent of Steel Works. 
These gentlemen may be seen 
sitting at the upper end of the 
speakers’ table. 





FAULTLESS CASTER SPONSORS WINDOW CONTEST 


Faultless Caster Corp., Evans- 
ville, Ind., is sponsoring a win- 
dow display contest with awards 
totaling $125.00. Merchandise 
shown in the window must be 
‘elated to housecleaning or 
renovating and each window 
must contain the Faultless dis- 
play box and window display 
material offered with the com- 
pany’s 5-Star Display Deal. En- 
tries for the contest, which 
closes April 30, 1937, must be in 
the form of a photograph of the 
display, with the name and ad- 
dress of the store on the back 
of the picture. The display may 
be installed at any time previous 
tc the closing date. 

The following awards will be 
given: first prize, $75; second, 
$25, and for each of the five 
windows judged next best 
awards of $5 each. In the 
event of ties duplicate awards 
will be made. All photographs 
submitted for the contest are to 
remain the property of the Fault- 


less Caster Corp. George H. 
Griffiths, president, HARDWARE 
ACE; Charles R. Isaacs, 


N.RH.A., Indianapolis, Ind., and 
Clarence B. Noelting, Faultless 
Caster Co., Evansville, Ind., will 
serve as judges in this contest. 
Their decisions are final. 

With the 5-Star Display Deal 
are the window trim materials 
which must be used in the win- 
dow displays entered in the con- 
test. The trim includes a win- 





dow sign, reproduced in two 
colors and measuring 24 inches 
wide by 10 inches high, which 
may be used on the window or 
as a background for the display, 
and two die cut, two-color win- 
dow cards with easels, for use 
with merchandise display or 
festened to window with ribbons 
running to merchandise. The 
window sign calls housewives’ 
attention to the fact that the 
store is “Headquarters for Spring 
Hcuse-Cleaning Helps,” shows a 
Faultless caster and a picture of 
a woman moving caster equipped 
furniture with the suggestion 
that the housewife “make spring 
house-cleaning a pleasure” by 
replacing old casters and chair 
glides with Faultless casters and 
chair glides. 

The display case, which mea- 
sures 7 by 11 inches, shows 20 
packages of Faultless casters 
and chair glides, including seven 
different sizes which cover 90% 
c{ known retail requirements. 
Each set of four casters is in- 
dividually packed in an attrac- 
tive carton with suggested retail 
selling price marked on it. The 
deal costs the dealer $6.80 and 
has a total retail value of $11.40. 
A free set of the No. 8458 Rub- 
berex (cushion-tread) wheel, 
having a retail value of $1.20, 
is included with the deal. The 
dealer’s margin on the deal is 


67%. 








TRACY-WELLS CO. ADDS 
TO PERSONNEL 


R. C. Hager, vice-president 
and general manager of The 
Tracy-Wells Co., distributors, 175 
N. Front St., Columbus, Ohio, 
has announced the appointment 
oi J. E. Howell as his assistant. 
Mr. Hager and Mr. Howell are 
planning on aggressively mer- 
chandising all lines handled by 
the company and its branches, 
carrying on surveys of all items 
of merchandise, as well as sales. 
The company operates as a 
branch of The Arnold Wholesale 
Corp., in Cleveland, and the Ap- 
pliance Distributing Co., in Co- 
lumbus. 

C. O. Tracy, treasurer of The 
Tracy-Wells Co., also buyer and 
merchandise manager for house- 
{urnishings, hardware, and elec- 
trical lines, has announced the 
appointment of John P. Castner 
as his assistant. 





300 ATTEND ANNUAL 
NUTMEGGERS PARTY 


Approximately 300 salesmen 
and hardware dealers attended 
the 12th annual party and ban- 
quet of The Nutmeggers, held 
March 3, Hotel Elton, Water- 
bury, Conn., in conjunction with 
the 34th annual convention of 


the Connecticut Hardware As- 
sociation. This affair was the 
most successful yet held and 


broke all preceding attendance 
records. 

After the dinner, the floor was 
cieared for several acts of vaude- 
ville, which were presented in 
cabaret style, and followed by 
the popular raffle and winning 
of door prizes, all donated by 
hardware manufacturers. 

Rolland H. Osgood, Pittsburgh 
Piate Glass Co., was chairman of 
the entertainment committee, 
which consisted of A. D. Mor- 
gan, Eagle-Picher Sales Co.; H. 
W. Murray, American Steel & 
Wire Co. and Messrs. Seelig and 
Skelton. ~ 





SHEET METAL GROUP TO 
MEET, MAY 5-6, 1937 

George A. Fernley, secretary- 
treasurer, The National Associa- 
tion of Sheet Metal Distributors, 
505 Arch St., Philadelphia, Pa., 
has announced that the twenty- 
sixth annual meeting will be held 
May 5 and 6, 1937, at the Hotel 
Cleveland, Cleveland, Ohio. Some 
of the topics to be discussed will 
be: galvanized and black sheets, 
corrugated roofing, tin and terne 
plate, trough and con- 
ductor pipe, sheet copper, and 
prepared roofing. 


eaves 





79 











TREASURY DEPT. WARNS AGAINST 
ADDING SECURITY TAX TO BILLS 


When an employer adds an 
item of 2 per cent to his bills 
or invoices and lists it as a social 
security tax, he is misrepresent- 
ing the amount of taxes imposed 
by the Social Security Act. 
Under Section 1123 of the Rev- 
enue Act of 1926, relating to 
frauds on purchasers, such per- 
sons are subject to prosecution 
and one year’s imprisonment 
and/or a fine of $1,000. In 
cautioning employers against 
this practice, the treasury de- 
partment states: 

“The Secretary of the Trea- 
sury made known today that it 
hed been brought to his atten- 
tion by the Commissioner of In- 
ternal Revenue that employers 


in some instances were adding | 





an item of 2 per cent to their | 
bills or invoices and listing such | 


item as a social security tax. 
“A tax of 2 per cent of the 
sale price of an article would 
be necessarily greatly in excess 
of the amount of taxes imposed 


under the Social Security Act | 


with respect to the compensation 
of the employees engaged in the 


production of such article. Even | 


though an employer might in 


some instances pay the social | 


security tax on behalf of his em- 
ployees as well as the tax on 
the employer, the sum of these 


taxes would not in any case be | 


measured by the sale price of 
the articles sold. 

“For this reason, to 
an item on an invoice as a social 
security tax, which item amounts 
to 2 per cent of the sale price of 
the article listed on the invoice, 
would be a palpable misrepre- 
sentation of the amount of taxes 
imposed under the Social Secur- 
ity Act. Persons engaged in this 
fcrm of misrepresentation would 
be subject to prosecution under 
the provisions of Section 1123 of 
the Revenue Act of 1926 relat- 
ing to frauds on 


indicate | 





purchasers, | 


which are made applicable to | 


the Social Security Act by Sec- | 


tion 307 (c) of that Act. 


“Section 1123 of the a 


Act of 1926 reads as follows: 
“*Whoever in connection with 
the sale or lease, or offer for sale 
or lease, of any article, or for 
the purpose of making such sale 
or lease, makes any statement, 
written or oral, (1) intended or 
calculated to lead any person to 
believe that any part of the price 
at which such article is sold or 
leased, or offered for sale or 
lease, consists of a tax imposed 
under the authority of the United 
States, or (2) ascribing a partic- 
ular part of such price to a tax 
imposed under the authority of 
the United States, knowing that 


| 





such statement is false or that 
the tax is not so great as the 
portion of such price ascribed 
to such tax, shall be guilty of a 
misdemeanor and upon convic- 
tion thereof shall be punished 
by a fine of not more than $1,000 
ot by imprisonment not exceed- 
ing one year, or both.’” 


HASENFLUE MANAGES 

PAR-BROOK MFG. CO. 

Nelson T. Hasenflue has been 
elected secretary and_ general 
manager of The Par-Brook Mfg. 
Co., Brookpark Rd., Cleveland, 


Ohio. fabricators of metals for 





NELSON T. HASENFLUE 


industrial requirements, and 
manufacturers of display equip- 
ment, etc. Mr. Hasenflue suc- 
ceeds the late George F. Col- 
lister. 

He has had long experience in 
the manufacturing field, having 
served for a number of years as 
secretary, treasurer and general 
manager of The Champion 
Hardware Co., Geneva, Ohio. 


ALBANY HDW. & IRON 
HOST TO UNIVERSAL 
APPLIANCE DEALERS 
Albany Hardware & Iron Co., 
Albany, N. Y., wholesale hard- 


ware distributors, recently con- | 


ducted an all day meeting for 
dealers handling Universal major 
and small electric appliances 
made by Landers, Frary & Clark, 
New Britain, Conn. More than 
100 dealers saw the display of 
Universal products specially ar- 
ranged for the meeting. Luncheon 
was served to the dealers at the 
Ten Eyck Hotel, Albany. 

W. C. Dearstyne, president and 
treasurer, Albany Hardware & 
Iron Co. and H. J. Funk, buyer, 
gave merchandising talks to the 
dealers. Landers, Frary & Clark 





| 





was represented by E. J. Van | 
Buskirk, R. A. Beyers, H. C. 
Despard, F. C. Collins, J. V. 
Begley, J. J. Ruch and B. C. 
Neece. 


NORTH JERSEY DEALERS 





PLANNING STAG PARTY 


| 
Plans for the annual stag din- 


ner of the North Jersey Hard- 


ware & Supply Association were | 
discussed at the March 9 meet- | 
ing of the association held at the | 
Hotel Plaza, Jersey City, N. J., | 


Harold L. Miller being ap- 
pointed chairman of the affair. 
A motion was made to instal! 
C. F. Werner, who recently re- 
tired from the hardware business 
as an honorary vice-president of 
the organization. 

Joseph H. Cherry and L. G. 
Randall, American Wire Fabrics 
Co., New York City, spoke on 
the company’s Gold Strand 
screen wire, exhibited a talking 
picture on store modernization 
and a Grantland Rice sports pic- 
ture. Other guests at the meet- 
ing were: William Cruger, Un- 
derhill, Clinch & Co., New York 
City, wholesale hardware dis- 
tributors; Jerry Scanlon, Cook & 
Dunn Paint Co., Newark, N. J. 
and Francis J. Ellebrecht, The 
Carborundum Co., New York 
City. President George Force 
conducted the meeting. 


SQUARE CLUB TO HOLD 
SHORE DINNER, MAY 20 


The ninth annual shore dinner 
and entertainment of the hard- 
ware Square Club, New York 
City, will be held at the Half 
Moon Hotel, Coney Island, Thurs- 
day, May 20. Reservations will 
be limited to 450 tickets and to 
date more than 350 tickets have 
been sold. Ralph S. Allen, sec- 
retary, Hardware Square Club, 
c/o Diamond Expansion Bolt 
Co., 48 W. Broadway, New York 
City, is chairman of the dinner. 
Tickets may be obtained from 
Mr. Allen and from other mem- 
bers of the committee. 


ELECT A. D. TOMPKINS 
HAMPDEN MFG. PRES. 


At a recent meeting of the 
board of directors of the Hamp- 
den Mfg. Co., Inc., 17 Warren 
St., New York City, manufactur- 
ers of metal, celluloid and glass 
specialties, Allen D. Tonfpkins 
was elected president and trea- 
surer, succeeding the late George 
C. Hemenway. Mr. Tompkins 
has been associated with the com- 
pany for more than eleven years, 
having served as salesman, of- 
fice manager and sales promo- 








tion manager. 


MILLAR IS PRES. OF 
GREENFIELD TAP & DIE 
Donald G. Millar was recently 

elected president of Greenfield 
Tap & Die Corp., Greenfield, 
Mass., succeeding Col. F. H. 
Frayne, who was elected chairman 


of the board of directors. Francis 





F. H. PAYNE 


A. Smith was reelected vice 
president and general manager 
and W. Beltran du Mont was re- 
elected vice-president in charge 
of sales. Mr. Millar’s office is 
now located on the 46th floor of 
the RCA Building, 30 Rocke- 
feller Plaza, New York City. He 
was formerly chairman of the 
company’s board. 


54-YEAR OLD JERSEY 
STORE MOVES 


The Hand Hardware Co., 335 
East Jersey St., Elizabeth, N. J.. 
one of the oldest stores there. 
will end 54 years in the down- 
town section of that city when 
it moves from its present loca- 
tion to new quarters at 157 Jef- 
ferson Ave., on April 1. The new 
quarters are being extensively 
redecorated to accommodate the 
store’s stock. There will be no 
store front, but a room will be 
fitted up for display purposes 
and as a retail department. 

The company was founded as 
a general hardware store and 
ship chandlery by the late Frank 
Hand. It has been operated by 
Alfred W. Clarendon, president, 
and E. Raymond Blancke, secre- 
tary and treasurer, since their 
purchase of the business, 13 
years ago. 


KOEGH RETURNS TO DESK 
AFTER AN ILLNESS 


James T. Koegh, Sr., Becker- 
Koegh Hardware Co., El Paso. 
Tex., recently returned to his 
desk after being ill with pneu- 
monia for more than a month. 
He is looking well and is rapidly 
getting back his strength. 


HARDWARE AGE 
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4 FEATURES SPECIFIED BY 
AMERICA’S LARGEST SHOVEL USERS 


Will Make Your Shovel Line 
Supreme in Value 


Railway and industrial users buy shovels on value 
alone. These large users regularly specify Skelton 
TRUE TEMPER. Actual results have proven to them 
that Skelton Shovel features mean more days of use 
per dollar of cost. These are the features found only 
in Skelton TRUE TEMPER Shovels. 


|. ONE PIECE 


Blade, shank and socket made from one solid bar of 





steel—no joints to break, no seams to crack. 


9. SKELTON SOLID SHANK 


The original shovel with shank of solid steel. This 
feature makes the strongest shovel known. Skelton 











Shovels are made under the well known Bulldog, Fox 
and Bantam Brands. 


3. HEAT TREATED 


Blade heat treated and tempered in special electric 
furnaces to give the scientifically correct combination 
of toughness and strength, for longest life. 








| 


1 





Skelton Round Point Shovel Result of blade bending test. 
with blade gripped in vise The Skelton Shovel shows no 
and bent far beyond the en- sign of break or fracture. 


durance of anordinaryshovel. 

To make your shovel line supreme in value offer your 
customers TRUE TEMPER, Bulldog, Fox or Bantam 
Brand Shovels with Skelton Solid Shank. Your jobber’s 
salesman will gladly quote you. 


THE AMERICAN FORK & HOE CoO. 


Makers of Essential Tools ° CLEVELAND, OHIO 














FORKS © RAKES © HOES « SHOVELS © AXES © HATCHETS * HAMMERS © SCYTHES © FISHING RODS AND BAITS * GOLF SHAFTS 
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MAYNE IS PRESIDENT 
OF REORGANIZED FIRM 


W. R. Mayne is president of 
the reorganized Associated Man- 
ufacturers Corp., Waterloo, lowa, 
manufacturers of Iowa cream 
separators, the new company be- 
ing known as Associated Manu- 
facturers, Inc. Other officers are: 
S. J. Longfellow, vice-president 
and H. B. Plumb, secretary-trea- 
surer and general manager. The 
new company will operate the 
plant of the former manufacturer 
at Waterloo, Iowa, and will have 
its offices in the same location. 

Refinements have been made 
in the Iowa cream separator line 
by the new organization. 


BOOKLET OUTLINES 1937 
TRUE TEMPER CAMPAIGN 


A booklet, “What True Tem- 
pe: Will Do In 1937,” has been 
issued by The American Fork 
& Hoe Co., 1623 Euclid Ave., 
Cleveland, Ohio, to retailers 
throughout the country. Besides 
outlining the consumer advertis- 
ing campaign for 1937 the book- 
let shows new dealer helps for 





the year. Reproductions of ad- 
vertisements to appear this 
spring in farm publications are 
included as well as illustrations 
of newspaper mats offered deal- 
ers. New features of True Tem- 
per tools and new numbers in 
the line are illustrated and 
briefly described. 

Among the dealer helps shown 
are an attractive window display 
background, window _ banners 
announcing new tools, True 
Temper counter cards, a new gar- 
den book and part of an eight- 
page folder for distribution in 
the store and by direct mail. 





E. R. WAGNER MFG. CO. 

HAS SALES CONFERENCE 

The E. R. Wagner Mfg. Co., 
Milwaukee, Wis., recently held 
a three-day sales conference at 
the factory, at which eastern and 
mid-western salesmen were shown 
new models of carpet sweepers 
which the company is preparing 
to introduce. P. J. Daniels, man- 
ager of sweeper sales; C. F. 
Garny, secretary and R. C. Loew, 
advertising counsel addressed the 
salesmen. 





MARSHALL-WELLS ASSOCIATES 
HELD BANNER MEETING AT SPOKANE 


On Feb. 15, 16, and 17 Mar- 
shall-Wells Co., Associate Deal- 
ers from Idaho and Eastern 
Washington gathered in Spokane, 
Wash., for the best annual meet- 
ing they ever held. The meeting, 
as arranged by J. T. Elson, man- 
ager of the firm’s Spokane 
branch, eclipsed in every respect 
the three conventions which pre- 
ceded it. 

From all parts of the Inland 
Empire, which includes Idaho 
and Eastern Washington, hard- 
ware dealers were present to 
avail themselves of the opportu- 
nity of learning more about re- 
cent developments in merchan- 
dising method. At luncheons, 
dinners, and sales meetings the 
dealers were entertained with 
talks by factory representatives, 
discussions by fellow merchants, 
and with motion pictures; all of 
which related to new products, 
business methods, sales promo- 
tion, etc. Detailed information 
on water softeners and air con- 
ditioning equipment was given 
by Cliff W. Bonde, of the Na- 
tional Aluminate Co., who de- 
scribed the new Nalco water sof- 
tener, and by W. M. Warren, of 
Air Temp, Inc., who gave much 
valuable information on home air 
conditioning equipment and its 
sales possibilities for hardware 
dealers. 

The model Hardware Store at- 





tracted a great deal of attention. 
It was a complete, full-sized 
store occupying more than 7000 
sq. ft. of floor space. The store 
was constructed, especially for 
the convention, with but one 
thought in mind—to stress in the 
minds of dealers the fact that 
neat, convenient, and well organ- 
ized displays inside the stores as 
well as in show windows, make 
very deep impressions on cus- 
tomers, thereby increasing sales 
immeasurably. 

The newest and most helpful 
innovation of the four conven- 
tions was a clerk school held for 
the first time on Feb. 22 and 23 
for sixty clerks from the stores 
of Associate Dealers. The school 
acquainted its “students” with 
proper selling technique and 
with the features of many of the 
products they sell. Arrangements 
were made to have the various 
factory representatives remain in 
Spokane for the clerk school and 
the Model Store was also kept 
open; so that with two days of 
intensive study the salesmen 
were able to make real progress 
in their course of study. 

At a dinner held for the clerks 
when “school” was over, several 
“graduates” expresed their grati- 
tude for the knowledge they had 
gained by attending the school. 
All were definitely in favor of 
another school “term” next year. 





SENATE PASSES COPELAND FIREARMS CONTROL BILL; 
MEASURE NOW BEFORE THE HOUSE 


The Ccpeland Bill to regulate 
and control the interstate trans- 
fer of firearms by members of 
the underworld, just passed by 
the Senate, was given assurance 
of receiving prompt consideration 
in the House by the ready en- 
dorsement of Representative Hen- 
ry Ellenbogen, Democrat, of 
Pittsburgh, Penna. The Con- 
gressman was prepared to intro- 
duce the same bill into the House 
when the report of the Senate 
action made this step no longer 
necessary. 

In sponsoring this measure in 
the House, Representative Ellen- 
bogen called attention to the fact 
that it is the result of several 
years of careful study on the part 
of such close students of crimi- 
nology as Senators Copeland and 
Vandenberg who were confronted 
with the difficult’ problem of 
keeping dangerous weapons out 
of the hands of people with crim- 
inal tendencies without at the 
same time interfering with the 
rights of law-abiding citizens to 
own and possess firearms as a 
means of personal protection or 
for sporting purposes. 

It is expected that this bill, 
if adopted, will be of consider- 
able assistance to the Federal 
Bureau of Investigation in their 





drive against nation-wide gangs 
of desperadoes, for it provides 
penalties up to $2,000 or five 
years in prison for the transpor- 
tation of any firearm across a 
state line by a “fugitive from 
justice” or by any person who has 
ever been convicted of a crime of 
violence. Interstate sales of arms 
are limited to licensed manufae- 
turers and dealers, who are re- 
quired to maintain an accurate 
register of all sales. The use ot 
guns by law-abiding citizens 
would not be restricted in any 
manner whatsoever. 
Representative Ellenbogen sug- 
gested that: “If every state legis- 
lature would enaet a similar law 
to prohibit the use or possession 
of any deadly weapon by these 
same classes of individuals — 
these same enemies of society— 
the work of our law-enforcement 
officers would be greatly simpli- 
fied. In the popular agitation for 
the control of firearms sales we 
often forget that a gun is only 
dangerous when it reaches the 
hands of unsavory characters— 
in the hands of a competent and 
law-abiding marksman it is of 
material aid to the preservation 
of law and order. This fact must 
always be remembered in pre- 
paring legislation of this type.” 


WORTHINGTON INSTALLS MODEL KITCHEN 


The Geo. Worthington Co., 
wholesale, Cleveland, Ohio, has 
completely remodeled a_ large 
section of its main building dis- 
play space and at one end in- 
stalled a complete model kitchen. 
The company has also acquired 
the exclusive agency, in Cleve- 
land and northern Ohio, for 
Hateolas refrigerators, ranges, 
water heaters, dish washers, 
washing machines, and ironers. 








THE Holfowd KiTcHEN 


The color-scheme of the new 
display space is black and white, 
with the colors of the washers, 
being the only supplementary 
color. A grand opening was 
held on Feb. 11 and 12 at which 
a buffet luncheon was served. A 
scheduled performance, put on 
at regular hours throughout the 
day gave full details of the vari- 
cus appliances. 
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AnnounceMenrT by H.M.SWAIN 
hee 
e of 
ae To The Independent Wholesalers and Retailers 
rate 
ot of the Hardware Field: 
aay 
vd New conditions demand new and larger discounts for both retailers 
law and wholesalers. 
“i Heretofore 25%, on the selling price for the wholesaler and 33-1/3°%, 
am for the retailer was considered a fair gross margin. 
li- 
for But now Social Security payments, other new taxes and rising costs 
- of distribution make these discounts entirely inadequate. 
the 
~ As you know, | have always had very definite ideas about distribution 
~ policies that would protect your profits and have long realized your 
- discounts needed revision. 
. At last | am in a position to announce to you the 

H. M. SWAIN AUGER BIT LINE built to my own quality specifica- 

tions to be sold only through the Independent Wholesaler-Retailer 
* channel at one price to all regardless of quantity and with that 
me, greater margin of profit which you require and now will have— 
ary 
ras 40% discount to the dealer and 40% and 30% to the wholesaler 
: with consumer prices that will enable you to meet competition. 
he | take this opportunity to thank you for the splendid support you 
ad have always given me in my efforts to put you in position to meet 

competition. | assure you in the future | will put you in even a 
= better competitive position as regards sales policy, quality of © 

product and margin of profit. 
2 tin Su AL17, President 

H. M. Swain, Inc. 
120 West 2nd St. 
Dayton, Ohio 
Distributor for New York City Distributor for Philadelphia 
MASBACK HARDWARE CO. EDW. K. TRYON CO. 
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GEORGE W. HUBBARD DIES AT 93. 
WAS OLDEST HARDWARE MERCHANT 


Hardware men have lost a 
staunch friend with the passing 
of George W. Hubbard, Flint, 
Mich., dean of all hardware men 
by virtue of his 73 years of ac- 
tive service in the retail hard- 
ware trade. Mr. Hubbard died 
March 6, less than a month after 
his 93rd birthday, Feb. 22. 

A pioneer in the hardware 
business and in the development 
of his adopted city as well, Mr. 
Hubbard left his parents’ farm 
near Canandaigua, N. Y., at the 
age of 20 and went to Rocking, 
Mich. There he taught school 
for six months. But he was at- 
tracted by the Lake Superior 
country and moved on to Pontiac 
where he began his career as a 
hardware merchant in the em- 
ploy of the Morris & Messinger 
store. 





It wasn’t long before he | 


again moved but this time to | 


Flint where he laid the founda- 
tion of the retail business that 
today bears his name, the Geo. 
W. Hubbard Hardware Co. 

His first venture as a_hard- 
ware proprietor was in 1865, 
when, with J. B. Newton he pur- 
chased a hardware stock in Flint. 
Newton & Hubbard, as the store 
was known, had an inventory of 
$10,000 plus a $4,000 building. 
The partners’ capital was only 
$3,800. But despite this indebt- 
edness, they made good and built 
uy: their credit. Five years later 
Charles Wood purchased Mr. 
Newton’s interest and the firm 
became Hubbard & Wood. This 
partnership continued for 13 
years, when C. M. Wager bought 
Mr. Wood’s interest. Five years 





later Mr. Hubbard became sole | 


owner of the business. 
In 1904 he admitted his son, 
bruce G. Hubbard to partner- 


ship and in 1909 took in as part- | 
The son | 


ner, James S. Raymo. 


died about 20 years ago at the | 


age of 33. The 
since been incorporated as the 
Geo. W. Hubbard Co. with a 
capital stock of $250,000 and a 
surplus equal to it. 

Mr. Hubbard did not reserve 
his energies and talents to his 
business alone. There are many 
organizations, and commercial 
institutions which he fostered 
and whose development he aided. 
To them he gave unceasingly 
and unsparingly of his ability 
and ambition. He was a charter 
member of the Michigan Retail 
Hardware Association and also 
for one year its president. He 
was a director of the Citizens 
Commercial Savings Bank for 40 
years; a vice-president for 30 
years, and president for 20 years. 
He was a large owner of real 
estate in Flint. Many will real- 
ize his passing as a deep loss. 
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business has | 





Mr. Hubbard was married to 
Miss Amanda L. Sura of Roches- 
ter, N. Y., in 1868. She died 
in: 1922. In addition to the son 
who died 20 years ago, Mr. Hub- 
bard had another son, Wm. M. 








GEORGE W. HUBBARD 


Hubbard, now 65 years old, who | 
is engaged in the hardware busi- | 
ness at Brea, Cal. A daughter, | 
Mrs. J. E. Burroughs of Flint | 


also survives. | 


HERBERT A. WOODWARD 


Herbert A. Woodward, trea- 
surer, Spencer Hardware Co., 
Keene, N. H., died recently at 
a hospital at the age of 80. Mr. 
Woodward had been affiliated 





| 








H. A. WOODWARD 


with the Spencer company for 
sixty-five years, having been a 
member of the firm since 1887. 
Well known to the New England 
hardware trade he is a former 
director of the New England 
Hardware Dealers’ Association. 
For about fifty years he was a 
director of the Keene National 
Bank. He was one of the sign- 
ers of the original constitution 
and by-laws of the Keene 
y. M. C. A., dated September, 
1888, and maintained his interest 
in the organization ever since. 

Mr. Woodward was a member 





of the Harpware Ace Fifty 


Year Club. 


O. P. SCHLAFER 

O. P. Schlafer, 78, president 
of the Schlafer Supply Co., Ap- 
pleton, Wis., and president of 
Schlafer, Inc., and the Wisconsin 
Wire Works, died recently at 
Orangeburg, S. C., while on a 
southern trip with his son and 
two daughters. He was one of 





0. P. SCHLAFER 


the founders and a past president 
of the Wisconsin Retail Hard- 
ware Association. Mr. Schlafer 


was instrumental in the organi- 
zation of the Hardware Dealers’ 
Mutual Fire Insurance Co. and 
the Hardware Dealers’ Mutual 
Casualty Co., serving as president 
of both companies until about 
four years ago, when he was 
made chairman of the two boards 
of directors. 

4 native of 


Mr. 


Germany, 


Schlafer came to this country in 


1876, entering the employ of the 
Bailey & Ballard Hardware store, 
Appleton. In 1879 he acquired 
an interest in the business and 
subsequently had other partners, 
later becoming sole owner of the 
business. Always interested in 
civic affairs, he was also a mem- 


| ber of the board of directors of 
| two banks. 


Mr. Schlafer is survived by a 
son and two daughters. 


JOHN W. HARTSOOK 


John W. Hartsook, sales repre- 
sentative in the southeastern di- 
vision of E. C. Atkins & Co., 
Indianapolis, Ind., died recently 
of a heart attack in his home in 
Decatur, Ga. Mr. Hartsook was 
55 years of age. 


A. E. BUCHANAN 


Alexander E. Buchanan died 
recently at his home following 
a short illness. For the past 
twenty-five years he was a sales- 


man for Barker, Rose & Kim- 
ball, Inc., Elmira, N. Y. 





J. A. VAN WINELE 


Following a long illness, John 
Albert Van Winkle, 93, who con- 
ducted a hardware business in 
Paterson, N. J., for many years, 
died recently. He founded the 
J. A. Van Winkle Co. in 1868, 
retiring from active business in 
1912, the business later being 
conducted by his two sons, Edo 
and Harry, who passed away long 
before their father’s death. 

Mr. Van Winkle was a native 
of Paterson and was active in 
civic affairs, having served the 
city as a member of the park 
commission. 


ABRAHAM LOEWENSTEIN 


Abraham Loewenstein, vice - 
president, Loewenstein & Sons 
Hardware Co., Charlestown, W. 
Va., died recently at the age of 


56 in Hollywood, Fla. 


EDWARD J. HORN 
Edward J. Horn, 56, a director 
of the A. C. Horn Co., 43-42 10th 
St., Long Island City, N. Y., 


| manufacturers of paints, varnishes 





and other products, died March 
6, in Miami, Fla., following an 
illness of several months. He be- 
came a director of the Horn com- 
pany five years ago and organized 
for the company its wood-grain- 
ing division, developing a process 
for the wood graining of metal 
furniture, cash registers and 
wallboards. Prior to his affilia- 
tion with the paint industry he 
was a motion picture camera- 
man. 


HERBERT S. LEWIS 


Herbert S. Lewis, 43, secre- 
tary and treasurer, Richardson 
& Cameron Hardware Co., Lit- 
tleton, N. H., died recently at 
his home in that town. He was 
one of the town’s leading citi- 
zens and had been a member of 
the state legislature. 





FRANK J. BAUMAN 
Frank J. Bauman, sales man- 
ager of the steel tool department. 
Republic Steel Corp., Cleveland. 
Ohio, died recently at the age 
of 54. He occupied a similar posi- 
tion with the Bourne-Fuller Co., 
Cleveland, before that company 

was merged with Republic. 


HERBERT J. HALL 


Herbert J. Hall, a member of 
the firm of Morehouse & Wells, 
Decatur, Ill., died March 3 at the 
age of 65. He had been affiliated 
with Morehouse & Wells for 43 
years, and for the last few years 
had been in the wholesale divi- 
sion. In former years he had 
been in charge of the housewares 
department of the company. 
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71-4 Evansville, Indiana 


IN ADDITION TO 


67% PROFIT on tHe 


FAULTLESS 
J STAR 
DEAL 


Here’s an oppor- 
tunity to double 
your profits on 
casters sold during 
Spring house-clean- 
ing season, and 
also win a Cash 
Prize for simply 
trimming a window. 





























Free Goods in- 
cluded with §& 
Star Deal. Quick- 
er counter cash 
sales, Faster 
turn-over, Larger 
net profit. 

































Look at these 5 Star Deal features * 67% Profit if you Order Now * Only Fast-Selling 
Items in this Assortment * Individual Packages Increase Counter Sales * Complete 
Caster Stock in One Display Case 7” x 11” * Free Package of Double Ball-Bearing 
Household Casters. 


$125 IN PRIZES FOR BEST WINDOWS 


















Buy the 5 Star Display Deal assortment of 
Ist Prize - $75.00 Faultiess’ best sellers. With the Display Deal 
a you receive window trim material. Just send a only 
2nd Prize - 25.00 photograph of your window as described in the Drwbie Bal 
Five Prizes of $5.00 each rules. You have as good a chance as anybody Household 
to win a Prize. Popularly 
Friced! 
READ THESE SIMPLE RULES "bearings. 
1. No restrictions on the kind of mer- 4. Contest closes April 30, 1937 poe g ol 
chandise displayed in window except as Window can be installed any time previ- rolling in 
follows: ous. Awards will be published in May two separate 
a. Merchandise must be related to 13 issue of HARDWARE AGE. recewaye 0s 
house-cleaning or renovating. « — jutene oo be er H ewiveling. 
b. i tai +r s, president, HARDWARE GF; j 
vettes Gisiag, ia material Chas. R. Isaacs, National Retail Hard- CLIP AND MAIL TODAY 
shown on this page. ware Association; and Clarence B. et iran tic tie ita taille itn ee i 
Noelting of Faultless Caster Corporation. Ss 


FAULTLESS CASTER CORPORATION, 


; 1 
2. Each entry must be in form of a fecisions of judges will be final. Dept. HA-3, Evansville, Indiana | 
| 
| 
| 
| 


photograph. An ordinary snapshot will 6. In case of ties, duplicate awards 

do. will be made. No photographs will be 
3. The name and address must be returned. 

printed on back of photograph. 7. Mail all entries to 


Please send me your 5 Star Deal As- 
sortment and window trim material. 
Bill through: 


(Print name of jobber here) 


FAULTLESS CASTER CORPORATION _ vr i ae ac 
Dept. HA-3, Evansville, Indiana ee : ray EE 
GHEY esiccngsscedesdccvvccs State .. ‘ 
Branches in Principal Cities. Canadian Factory: Stratford, Ontario PR ES Ee ras eee =f 
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PURTELL IS PRES. OF 
BILLINGS & SPENCER 


W. A. Purtell was recently 
elected president of The Billings 
& Spencer Co., Hartford, Conn., 
succeeding Frederick C. Billings, 
who was elected chairman of the 
board of the company. Mr. Bill- 
ings, who was president of the 
company for many years, will 
continue his active interest in 
the affairs of the company. W. 
Roy Moore, vice-president and 
general manager, Howard E. 
Oberg, vice-president and M. 
Michman, secretary-treasurer, 





were reelected to their respective 
offices. 








WILLIAM A. PURTELL 
| 


Mr. Purtell is also president | 
and general manager of The | 


Holo-Krome Screw Corp., Hart- | 


ford, Conn., and in his new ca- 
pacity as president of The Bill- 
ings & Spencer Co., will not re- 
linquish any of his duties at the 





JAMES ALLISON 


Holo-Krome company. He has 
been active in the management 
of The Billings & Spencer Co. 
for the past several months as 
director and chairman of the 
management committee. 

James Allison, field service 
metallurgist for the Union Drawn 
Steel Co. in New York and New 
England area was recently ap- 





pointed factory manager of Bill- 
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ings & Spencer. Mr. Allison has 
served as plant metallurgist in 
the Hartferd, Conn., plant of 
Union Drawn Steel Co. He has 
also worked in the open hearth 
department of the Crucible Steel 
Co., the finishing mills of the 
Jones & Laughlin Steel Corp., 
American Bridge Co. and the 
Mesta Machine Co. 





TAVELLA SALES BUYS 
POCKET ADDING MACHINE 


Tavella Sales Co., 25 W. Broad- 
way, New York City, recently ac- 





quired all tools, dies and the 
manufacturing rights for the 
“Arithmometer,” a vest pocket 
adding machine, from the Morse 
Chain Co., Ithaca, N. Y. 





JOHN PARKES PASSES 


John Parkes, 63, chairman of 
the board, John C. Parkes & 
Sons, Ltd., hardware, iron, metal 
and tin plate merchants, the 
Coombe, Dublin, Ireland, passed 
away March 5. Mr. Parkes en- 
tered the business of his grand- 
father, the late John C. Parkes, 





of which he became chairman in 
1919. When on the death of 
Mr. Parkes, the elder, the busi- 
ness was converted into a limited 
company, Mr. Parkes left to be- 
come associated with a_ stock- 
broker. In 1911 he returned to 
the company as a director. In 
1919 he succeeded his father as 
chairman of the board of direc- 
tors. He was a member of the 
Dublin Chamber of Commerce 
and on the board of the Royal 
City of Dublin Hospital. His 
widow survives. 








HARDWARE BRIEFS 








ARKANSAS 


The Van Meter Lumber Co. 
has opened a new _ hardware 
siore in Marvell, Ark., in con- 
nection with its lumber business. 
Complete lines of general hard- 
ware, paints, building materials, 
and furniture will be handled by 
the new store. 





CALIFORNIA 


The Berger Hardware Co. has 
moved from Ohio St. and Univer- 
sity Ave., San Diego, Cal., to 
3918 30th St., that city. Hayden 
Robertson is manager. 





GEORGIA 

The Williams Hardware Co. 
was recently opened for business 
at Cordele, Ga. 

T. W. Rich, prominent banker 
of Chattanooga, Tenn., has pur- 
chased the Wardlaw & Son Hard- 
ware store at La Fayette, Ga. 
The Rich Hardware Co. at La 
Fayette and the Hammond-Jones 
Hardware Co., also of that city 
will be merged into one company 
and will be known as the Ham- 
mond-Jones Hardware Co. W. A. 
Wardlaw,-senior member of the 
former Wardlaw & Son firm, will 
retire from active business, while 
W. O. Wardlaw, the junior mem. 
ber, will remain with the new 
company. 


The Ballock Furniture & 
Hardware Co., Tifton, Ga., has 
epened a branch store in Nash- 
ville, Ga., with A. B. Willis as 


manager. 





The Hammond Jones Hard- 
ware Co., LaFayette, Ga., has 
moved from its old location in 
the Cooper Bldg., to larger and 
remodeled quarters in the With- 
ers Bldg., adjoining the Palace 
Theater. 





ILLINOIS 


The Cairo Hardware store has 
opened for business at 809 Wash- 





ington Ave., Cairo, Ill., under 
the management of Hugh R. 
Johnston. 


MICHIGAN 


W. H. Cummings is opening a 
new hardware business in con- 
nection with his plumbing busi- 
ness, at 47 E. Flint St., Lake 
Orion, Mich. 

William Hanover and Son have 
opened a hardware and farm im- 
plement store at New Troy, Mich. 


NEBRASKA 


Spencer Hamilton has taken 
over the management of the 
Hatcher Hardware and Supply 
store, Holdridge, Neb., and the 
store has been renamed the Hold- 
redge Hardware and Supply. 





NEW YORK 


Benjamin and Leon H. Schantz 
have purchased the hardware 
stock of George Salisbury and 
will continue the business in the 
Black River National Bank Bldg., 
Lowville, N. Y. 


Alex E. Fraser has purchased 
the stock and fixtures of the Guy 
M. Pettit hardware at 18 Wash- 
ington St., Ellicottville, N. Y. 
Mr. Fraser will move his hard- 
ware store from it: present loca- 
tion in the Greene Bldg., Monroe 
St., to the Pettit Building. 





OHIO 


The Massillon Hardware has 
moved to new quarters in the 
Hess Bldg., Massillon, Ohio, 
where it will occupy three floors 
and a basement. 


T. J. Chamberlain has been 
elected president and treasurer 
of the Martin Hardware Co., 
Mansfield, Ohio; A. R. Courtney, 
vice-president, and Merle B. 
Pecht, secretary, assistant treas- 
urer and general manager. 








Carl Graul has opened a hard- 
ware store at Grove City, Ohio. 


John H. Nolan has opened a 
hardware store at 488 Mt. Ver- 
nen Ave., Columbus, Ohio, in 
connection with his plumbing 
and heating business. 





Stanley West has purchased 
the A. C. Brant Hardware at 
Blanchester, Ohio. 


SOUTH CAROLINA 


George W. Brown, Greenville 
Hardware Co., Greenville, 5. C., 
has purchased a three-story brick 
building at 650 South Main St., 
that city, where the firm will be 
located as soon as _ alterations 
are completed. 


TEXAS 


Lee Eubank has opened a 
hardware and furniture business 
in the Model Bldg., Edgewood, 
Tex. 


Joe Hyams, owner of the 
Quitman Hardware and Sheet 
Metal Co., Houston, Tex., has 
opened another store which will 
be called the San Jacinto Hard- 
ware and Sheet Metal Co., at 
313-15 San Jacinto St. In addi- 
tion to a line of shelf hardware 
and building materials, the con- 
cern will specialize in sheet 
metal contracting and will manu- 
facture and install attic ventila- 
tors. 


Arthur Spain, who has been 
with the Carter-Ivy Hardware 
Co., Weatherford, Tex., has 
formed a partnership with Noah 
Carter of Millsap to open a new 
hardware business in Mineral 
Wells, Tex. 


HARDWARE AGE 
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GOODYEAR EMERALD | 


CORD—finest, handsom- 












GOODYEAR SUPER- 












































est hose ever built.Gives 
. many seasons’ trouble- TWIST CORD — extra 
k. free service. strong, yet light; dec! | GOODYEAR WINGFOOT 
to ae omen a ie aN —extremely durable and 
i bippacaaapaaa good looking; withstands 
” kinking and twisting. 
as 
c- GOODYEAR GLIDE—a 
strong, serviceable, 
4 high-grade hose; black 
ce corrugated cover. 
al 
is 
GO 
= FINDERL Ae PATH. 
rs “G good 
= ighter Construction, 
d- 
O. 
a 
r- 
n 
g 
d 
it 
le 
- _ these 6 nationally advertised 
, lines of Goodyear Hose, and you'll 
. be in position to sell every prospect—at a 
8 generous profit. Here is an assortment that 
ranges all the way from the finest low-priced 
hose built—to the best hose made at any price. 
: All are products of “the greatest name in 
$ rubber”— the name that means faster sales. 
All are covered with a specially compounded 
rubber that resists cracking and checking 
due to the sun’s heat and gives longest wear. 
All are “backboned” with a cotton-cord car- 
cass* that provides long wear in spite of 
: yanking and kinking. 
: Right now is the time to get ready for the 
summer season. 
) Sell Each Customer an Extra Length 
for Home Fire Protection 
_——— 





Kem S40) beh Goodyear also manufactures a complete and world-famous line of Transmission Belting, Farm Belting, and Fractional 


Horsepower “V" Belts for refrigerators, washing machines and light power-tools. Also, Suction Hose, Water Hose, 
Steam Hose, Asbestos and Red Sheet Packing, etc. Write for price list—Coodyear. Akron, Ohio; or Los Angéles, California. 
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New and Improved Merchandise— 
Display Helps—Sales Literature— 
Window Trims — New Packages 
— New Colors — New Deals — 
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for Retail ty~ BO 


Hordware Stores % 


trough. Titelock eaves trough hanger for installing. Envelopes are packed in 
is adaptable to this new square gutter. sturdy cartons. With each deal, dealer 
Maker states its features are: attractive is furnished with a complete merchan- 

‘ appearance and exceptional rigidity dising program to help him contact 
and strength achieved by new design, new home builders, architects, con- 
and its decorative flutings on side and tractors, and the general public. Free 
bottom are among seven re-inforcing dealer helps include window display 
features, making the gutter stronger, banners, package inserts, suggested let- 
straighter, and more easily handled ters, etc. American Cabinet Hardware 
and worked than ordinary eaves trough. Corp., Rockford, Tl. 





Line is complete with lap joint, slip 
joint, mitres, hanger, ends, end drops. —.- 

High back furnished for box gutter 

installation. Milcor Steel Co., Mil- Waltham “Bikometer” 
waukee, Wis. 


It is portable; has no bolts nor 
screws and can quickly be set up in 
any desired location, hy sliding the 
units together. Stand is in four sec- 
tions of heavy gage steel tubing, in 


green, yellow or white enamel finish. Cabinet Hdwe. Ensembles 


Easy and quick installation, without 
removing front wheel or a single nut, 
made possible by a split plate gear 
that can be atttached to wheel spokes, 
without removing wheel; specially de- 
signed Bikometer head which can be 


Of a size, 76x32 in., the hammock is 
made of 10 oz. double-filled canvas in 
white or khaki and has heavy corded 
ropes, nickel rings, and reinforced eye- 
lets. The pillow, 14x8 in., sewed on, 
is Kapok filled. Comes packed in a 
heavy cardboard carton, which can be 
used for carrying or storage. Dealers’ 
wholesale price: $6.75 each with white 
canvas hammock; $7.25 each with 
khaki canvas hammock, and $7.95 each 
with green, blue, or yellow canvas ham- 
mock. Ficks Reed Co., 424 Findlay 


St.. Cincinnati, Ohio. 





Hanging Eaves Trough 





A feature of this cabinet hardware 
line is that complete ensembles are 
available: hinges, catches, knobs, pulls, 
etc., in which a single design motif 
has been carried throughout the group. 
Three distinct deals are offered, in- 
cluding a free lithographed metal dis- 
play and small assortment of items 














“Kuehn’s Gutter” when installed on 
building gives a box gutter effect be- 
cause of its formation. Has same ap- 
plication as ordinary half-round 


with each deal. As the deals are grad- 
uated in price, the dealer may select 
the one, two, or three deals, most mar- 
ketable among his customers. Each 
item, or, where necessary, each pair, 
is packed in an envelope with neces- 
sary screws and simplified instructions 


attached by loosening the expander 
bolt, and by specially designed gear 
bracket. Bikometer has “Airplane 
Model” dial, with applied radium fig- 
ures and hand that flashes a clear 
reading in blackest night. Waltham 
Watch Co., Waltham, Mass. 
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Jr. ““Moderne” Panel 






We guarantee this Display Panel to increase 
your cabinet hardware sales! It must prove 
its worth in fast, profitable sales; make the 
small investment decidedly worthwhile — 
Panel Free, you purchase only the hardware 
on it — you must be entirely satisfied or you 
may return the panel within 60 days for full 
credit. Write for complete information. 






REVERSIBLE CATCH 
Right-Hand or Left-Hand 


Write Now — offer expires June 1, 1937. 


NATIONAL BRASS COMPANY 
Mfrs. 
GRAND RAPIDS, MICHIGAN 


National Brass Co. 


7 Builders Hardware 
Cabinet Hardware 
Screen DoorHardware 
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Pro-Tex Stove Pad 





SSSI 


Made of metal-topped, heavy as- 
bestos board and said to prolong the 
life and safeguard the porcelain finish 
on table-top gas ranges. May also be 
used to protect refrigerator tops. Comes 


World Time Clock 





“The Sky Pilot”—incorporates three 
clocks in one; a regular a. m. and p. m. 
divided dial; a special dial for the en- 
tire 24 time zones of the world. When 
this revolves with hour hand, it auto- 
matically shows the time throughout 
the world, hour by hour. It also is an 
international clock, for on the outer rim 
is shown the 24-hour time used in prob- 
ably three-quarters of the globe. By a 
simple initial adjustment, the clock can 
be set at the time zone of its owner. 
Model shown is of brushed brass. Other 
models in walnut and mahogany will be 
available. List price of brass model is 
$4.95. The Sky Pilot Organization, Pear] 
River, N. Y. 


Wall Paper Cleaner 
“Velvet”—maker states it will not 
crumble and features a new sanitary 
“cold-germ” killing odor. Maker has 
adopted a strictly one-price-to-all policy 
for this cleaner. It is guaranteed to be 
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in two silver-bright finishes; TX, cross- 
crimped surface, and NS, striped nickel 
plated surface. Standard sizes, 18 by 
20 in., and 16 x 18 inches. Ballonoff 
Metal Products Co., 5800 Kinsman 
Road, Cleveland, Ohio. 


free from usual imperfections in ordi- 
nary wall paper cleaners. This new 
cleaner is green in color and is pack- 
aged only in 2%4-lb. cans. Cleveland 
Cleaner and Paste Co., 7275 Neville 
Ave., S. W., Cleveland, Ohio. 


1937 Florence Stoves 


The cabinet oil stove has paneled 
front with concealed tank and mech- 
anism; three wickless kerosene burners 
of the focused heat type, the left-hand 
burner being of giant size; all-grid por- 
celain enameled cooking top, and large 
utensil cabinet with two swing doors. 
Finished in white or ivory, with handles 
of black Bakelite, trirhmed with chro- 
mium. The console models have a con- 
cealed built-in drawer-type tank; five 
wickless kerosene burners of focused 








heat type and large built-in oven, fully 
insulated, with porcelained linings, non- 
tipping racks, and sensitive thermom- 
eter. Models have fingertip heat con- 
trol. Back of cooking top is a broad 
mantel with warming shelf. Porcelain 
finish and comes in white or in green 
and ivory, with handles of black Bake- 
lite, trimmed with chromium. Table top 








ranges have concealed built-in drawer- 
type tanks; five wickless burners of 
focused heat type and extra large built- 
in oven, having same features as con- 
sole ranges. A large utensil cabinet 
with two swing doors is underneath 
cooking top burners. Range is fully 
porcelain enameled and comes in white 
or ivory with handles of black Bakelite, 
trimmed with chromium. Florence 
Stove Co., Gardner, Mass. 


Russwin Cabinet 
Hardware 


This new and complete mod- 
ern line of kitchen cabinet hard- 
ware has been created in keeping 
with the modern trend of kitch- 
ens. Each item has been propor- 
tioned and streamlined to har- 
monize with the appointments 
and accessories of the modern 
kitchen. Russell & Erwin Mfg. 
Co., New Britain, Conn. 
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FOR EASY GOING 
AND ACCURATE HOLAGE 


RECOMMEND THE GENUINE JENNINGS 


HE “genuine Jennings” is a seri- 

ously made auger bit—designed to 
ease the task and better the work of seri- 
ous craftsmen. It is easy to sell because 
of its many refinements. 


The steel is high in carbon, an edge-hold- 
ing essential. The screw point is clean 
cut, full threaded—it takes a firm, imme- 
diate hold and pulls the bit after it. The 
lips and spurs are hand sharpened. The 
throat is especially shaped for good chip 
clearance. The diameter is carefully 
“miked” for accuracy, and every bit is 
tested by hand in second-growth hickory. 


Your jobber has the “genuine Jennings.” 


GENUINE 





v @ 


AUGER BITS 


Manufactured Only. By 


THE RUSSELL JENNINGS MFG. CO. 
CHESTER, CONN. 
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YoU 
COULD DO IT! 


But time is money to every merchant. Spend 
it tying up purchases, large or small, and you 
can’t spend it selling merchandise or giving 
better, quicker service. Profits are not in the 
packages you do up, but in the purchases you 
chalk down. 





A great many hardware merchants have told us that a 
National Package Sealer is the only answer to this 
packaging problem. They prefer it to an extra clerk 
during rush hours. They say: “It tapes a package in 
one-third the time it takes to tie it. Multiply the 
packages by the purchases and you have several extra 
clerks’ time.’”? You'll agree with them after a trial. 
Mail the coupon. 


TAPAK — For the same reason food prod- 
ucts are put in sealed containers, Itstix Tape 
is packed in the patented Tapak container 
(orange color). Each coilis individually pro- 
tected by moisture-proof paper. You receive 
and can keep it as fresh as the day it was 
made. ... Yardage, weight and strength are 
guaranteed. Fresh I/tstix Tape attractively 
printed is advertising at very small cost. 








Naf Pic Se 


NASHUA PACKAGE SEALING CO. wasnua, n. 








‘1 Send National Sealer on Trial. []Circular [1] Representative 
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ADDRESS 
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YOUR NAME 











Stain Removal Kit 





Consists of four especially prepared 
fluids with an attractive booklet giving 
complete directions for removing practi 
cally all types of stains from washables. 
The kit is an important part of a new 
merchandising program and is designed 
to secure for Voss dealers a large num- 
ber of washer prospects. Details of the 
plan are explained in the new Voss 
Plan Book, which is available from the 
company. Voss Bros. Washing Machine 
Co., Davenport, Iowa. 


Oiler Display 
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This display, in brilliant red, yellow 
and black, is 30 in. high and adaptable 
for counter or window. It holds 12 of 
the most popular Eagle oilers and is 
available free with purchase of the com- 
plete assortment of 12 oilers. A circu- 
lar, fully describing the unit, is avail- 
able. Eagle Mig. Co.. Wellsburg. W. 
Va. 





“Mr. Ree”—plot, crime and solution 
are conceived and acted out as players 
move about on board. Game turns out 
a different way every time it is played. 
No one knows who committed the crime 
but the murderer. Each character is 
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represented by a hollow pawn for con- 
cealing the murder weapons. A new 
principal of playing is introduced— 
without use of dice, spinner, or “path- 
way” to follow. Suggested retail sell- 
ing price, $2. Selchow & Righter Co., 
200 Fifth Ave., New York City. 


New Cabinet Items 








The “jewel-like” hinge in chrome fin- 
ish, the reversible cupboard catch for 
use on either right or left-hand doors. 
and the new drawer pull, are part of a 
new matched set of kitchen cabinet 
hardware. Catalog pages and dealers’ 
prices are available. Beginning March 
1, 1937, a written certificate will be en- 
closed with every display panel, stating 
that it must increase the sale of cabinet 
hardware, must prove its worth for the 
-mall investment of hardware on_ it 
(panel is free, dealer purchases only the 
hardware on it), and must be entirely 
satisfactory to the dealer, or the display 
panel may be returned within 60 days 
for full credit. This offer remains in 
effect until June 1, 1937. National 
Brass Co.. Grand Rapids, Mich. 


Steel Wool Display 






AMERICAN STEEL WOOL MFG 


On this colorful sample display card, 
with easel-back, is mounted a sample 
of each of the five most popular grades 
of steel wool. Under each grade is 


Hotpoint Refrigerators 








The 1937 line includes the Imperial, 
shown, the Deluxe and the Standard. 
All models feature the new hermeti- 
cally sealed unit, the Thrift Master, 
said to deliver twice as much freezing 


power as formerly and offers five years’ 
service protection. Another feature is 
new Speed Freezer. All-steel cabinets. 
gliding shelves and ever-visible food 
safety gage are other features. Edison 
General Electric Appliance Co., 5600 
W. Taylor St., Chicago, Ill. 


Kwi-Kut Concrete Drill 
ee) 


This new, improved drill cuts around 
the circumference of the hole. Said not 
to wedge or bind and it expels chips 
automatically. Maker states it works 


about 50 per cent faster than ordinary 
drills. Available in assorted sizes from 
35c to $1.00. Kraeuter & Co., Newark. 
NW. J. 





ie 
/ . 
COu45 ‘ 


listed the most prominent uses for 
that particular grade. Display cards 
available free from the American Steel 
Wool Mfg. Co., Inc., 42-24 Orchard 
St.. Long Island City, N. Y. 
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EVINRUDE 





Here is a brilliant 
new leader for profit 
minded dealers! 
The new Evinrude 
Scout weighs only 
15 pounds... runs 114 hours 
on a single quart of fuel . . 

drives good sized boats up to 
51, miles an hour... . and is 
priced at only $44! Again 
Evinrude has vastly expanded 
the boating market . . . now, 
more than ever before, the 
purchase of an outboard motor 
becomes a swift, across-the- 
counter sale! Desirable dealer 
territory still open—write to- 
day for full information on 
the Evinrude dealer franchise! 


EVINRUDE MOTORS 
5113 N. 27th St., Milwaukee, Wis. 


EVINRUDE MOTORS of Canado 
Peterboro, Canada 
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IT’S EASY % SELL 





ready to “sign up’’ after a single demonstration of 
power mowing. Lawn-Boy cuts an 18” swath, has 
exclusive one-hand start-stop control, free wheeling, 
rubber tires, 4-cycle motor, many other features. 
$110 for power mowers—write today 

for full particulars on the Lawn- 


F.0.B. Boy dealership. 6th successful 
Milwaukee year, 


EVINRUDE 


[AWN-BOY 


All lines subject to ehange without notice. 





Cash-in on the mounting demand 
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ONE HAND wowwe 


In every community there are scores of prospects | 


the fascinating ease and speed of Evinrude one-hand | 


_SIMONDS SAW AND STEEL CO. 


High Speed Steel 
She Bright Blade 





Special Alloy Steel 
The Red Blade 


Tungsten Steel 
The Black Blade 
























SIMONDS 


HACK SAWS 


for every Metal 
Cutting Job 


The RED END is an outstanding 
sales building trademark for the 
Dealer who stocks and sells any 
or all of these three types of first 
cutting quality Hack Saw Blades. 
Order from your Jobber. Write for 


leaflet giving complete list prices. 


The Saw Makers Established 1832 
FITCHBURG, MASS. 












ARTHUR H. JACKSON, 
who has been active in the 
hardware business since 1881, 
is a traveling salesman for 
Decatur & Hopkins Co., Bos- 
ton, Mass. Seventy-three years 
of age, he has spent his entire 
business career with New En- 
gland hardware concerns. In 
April, 1881, he left the Yale 
Scientific School to enter the 
office of O. B. North & Co., 
New Haven, Conn., manufac- 
turers of saddlery and car- 
riage hardware. Five years 
later he joined the staff of 
F. S. Bradley & Co., New 
Haven, wholesale hardware 
distributors. When the Bradley organization was acquired 
in 1892 by Buckingham, Clark & Jackson he was a mem- 
ber of the latter firm. In 1899 Mr. Jackson resigned from 
Buckingham, Clark & Jackson to go with the former 
Baldwin, Robbins & Co., Boston, Mass., predecessor of 
Decatur & Hopkins Co. Mr. Jackson’s chief hobby has 
long been music—both vocal and instrumental. As a 
college student he played the cornet in the Yale Sym- 
phony Orchestra and later played the same instrument 
for ten years as a member of the New Haven Orchestral 
Club. For twelve years he was conductor of the New 
Haven Orchestral Club. He has also been active in choral 
societies and has been a member of his church choir. Mr. 
Jackson is a member of St. Paul’s Church, New Haven, 
which he has served as clerk, vestryman and junior 
warden. 





ARTHUR H. JACKSON 
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HARDWARE AGE 
FIFTY YEAR 


CLUB 


FRED D. MORRIS has 
been a hardwareman since 
March, 1881, and at the age 
of 72 is active as president of 
the Morris Hardware Corp., 
Lockport, N. Y. Starting his 
hardware career at the age of 
17, he worked for the firm of 
Harmony & Woodward, start- 
ing at a salary of $3.00 per 
week. After eighteen years 
with the firm he bought the 
business and operated it for 
thirteen months as the F. D. 
Morris Co. Early in 1901, 
L. L. Chadwick bought an in- 
terest in the business and the 
firm continued as Chadwick & 
Morris until Mr. Chadwick’s retirement in 1918. The 
Morris Hardware Corp. was organized in 1920 with Mr. 
Morris as president of the corporation. Mr. Morris has 
been identified as a stockholder and officer in a number 
of local enterprises. For seventeen years he has been a 
director of the Niagara County National Bank & Trust Co. 
and for eighteen years has been a director of the local 
Y.M.C.A., serving that organization as treasurer for five 
years. When the housing situation in Lockport became 
acute he was made a treasurer and director of the Lock- 
port Homes Co., continuing in that capacity during the 
existence of the company. The Lockport Homes Co. was 
organized by local merchants and manufacturers who 
built eighty-eight small but comfortable homes in the 
community. For more than twenty years he has been 
secretary of the board of trustees of the First Presbyterian 
Church. In addition he is a member of the local Board of 
Commerce, which he has served as treasurer for two 
terms. He is a charter member of the local Rotary Club 
and believes in paying strict attention to business. His 
chief hobby is motoring. Mr. Morris was married forty- 
seven years ago and has one daughter. 





FRED D. MORRIS 
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No. 7169 No. 7266 

“UNION” “UNION” Level Winding 

Fly Reel Fishing Reel 

on — | 
- S 
Ci dalle I 

Pn [ oad 
4952 No. 4419—Three-Joint Casting Rod No. 4532 


“UNION” Tackle Lands Fishermen 


When the sailfish sail and the tarpon leap, 
What a thrill one gets on the briny deep— 

’Tis then that the fisherman sings the praise 
Of his “Union” Rod and its “taking ways.” 


“Union” Fishing Rods land everything from scrappy 
trout to fighting sailfish. Land Fishermen, too. The 
1937 line includes both Steel and Split Bamboo Rods 
for fresh or salt water fishing, also Reels that “wind 
them in.” 


“UNION” Fishing Rods 


A few leaders: 


No. 4952—Popular one-piece tubular steel cast- 
ing rod with detachable double grip. Lengths 
4, 4% and 5 ft. { 
No. 4419—Attractive three-joint casting rod 
with double grip handle attached. Black enamel 
finish. Lengths 4 to 6 ft. 
No. 4532—Three-joint telescopic bait or fly 
rod with reversible handle. Butt joint black 
enamel—other two joints finished with rust- 
resisting solution. Length 8)4 ft. only. 
No. 56-961—Sturdy “Union” flame tempered 
split bamboo surf-casting rod. One-piece tip 
with swelled butt. Has 30 in. detachable maple 
spring butt and nickel silver full TARPON 
plate with “Union” positive screw locking reel- 
seat and non-retrieving collar. Silk wound. 
Varnished waterproof finish. Tip lengths, 6, 644, 
pp and 7 ft. 
No. 56-906—“Union Split Bamboo Flame Tem- 
pered Weakfish Rod with detachable shaped 
cork grip and “Union” positive screw locking 
reelseat with retrieving collar. Rod is beauti- 
fully tapered and finished. Lengths 5 ft. 2 in. 
or 5 ft. 6 in. overall. 


“UNION” Fishing Reels 


No. 7169—Lightweight fly reel made of 
Duralumin Removable spool. Black fin- 
ish. Capacity 75 yds. or 50 yds. 

No. 7266—Quadruple, multiplying reel 
with large round end plates. Adjustable 
jewel bearings. Double balanced crank 
with white handles. Adjustable click. 
Bright nickel finish. Capacity 60-80 yds. 
Send for Catalog 18. It describes com- 
plete line. 


Your Jobber will supply you. 


RIViT-1Te 

HARDWARE COMPANY 

os eV eae et 
TORRINGTON. CONN. 


NEW YORK OFFICE | CHAMBERS STREET 














No. 56-961 
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STEEL TAPES 


YOU CAN SEE.. 















ARE STEEL 
TAPES YOU CAN 
SELL! 


Feature this unusual WYTEFACE 


display and watch steel tape sales 






climb. Perfect visibility, a resilience 
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surface that protects the steel from rust, 





are just three of the reasons for the 





wide popularity of this new black-on- 






white steel tape. 








As Rote We co) ae: Weor-te- Vole M- bale Morey vibe) (-1¢- Boat 


formation. Displays are free with your 






first order. 





~ KEUFFEL & ESSER CO. 


HOBOKEN, Nw J 


NEW YORK CHICAGO ST LOUIS SAN FRANCISCO DETROIT MONTREAL 
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Furnished in 
two sizes of 

wire — No. 5 
and Ne. 6 


Every link of HODELL 
Pump Chain is hot-gal- 
vanized after forming. It 
is not made from pre- 
galvanized wire. 


We are members of The 
American Hot Dip Gal- 
vanizers Association. The 
rigid specifications of 
this organization insist 
on guaranteed quality. 


There has been a real 
margin of profit in HO- 
DELL Pump Chain for 
over 50 years. You, too, 
ean realize on _ these 
profits. 


Write NOW for complete 
information and full 
details. 


THE HODELL 
CHAIN CO. 
3934 Cooper Ave. 
Cleveland, Ohio 


PUNIP 
CHAIN 








Minnesota Convention Report 


(Continued from page 68) 


ing, right pricing, sales planning, ag- 
gressive promotion, and effective 
equipment and service.” 

H. M. Swain, formerly executive 
vice-president of the Irwin Auger Bit 
Co., Wilmington, Ohio, spoke on the 
American Institute of Fair Competi- 
tion and explained how the Insti- 
tute’s objectives would aid indepen- 
dent hardware dealers. 

The past president’s dinner, at- 
tended by twenty-seven past presi- 
dents of the association, ended the 
convention events of the second day. 

With the opening of the third day 
of the convention the registration 
reached its peak and members lis- 
tened to talks on how to sell air con- 
ditioning and the merchandising of 
major appliances. Heading the day’s 
list of speakers were Edward S. 
Bade, professor of law at the Uni- 
versity of Minnesota, whose topic 
was “How Should a Business Man 
Provide for Every Emergency?” 
and Fred M. Wilcox, regional direc- 
tor of the Social Security Board, who 
spoke on “How Are Retailers Af- 
fected by the Social Security Act?” 
Frank Herman, of Hermansville, 
Mich., pointed out the growing de- 
mand for air conditioning equipment 
and stressed the importance it would 
play in the future as a profitable 
sales item. V. F. Hannon, Ripon, 
Wis., in discussing the “Merchandis- 


ing of Major Appliances” empha. 
sized the necessity for proper dis- 
play, sales promotion, and credit 
arrangement. 

The afternoon of the third day 
was given over to hardware exhibit 
staged in conjunction with the meet- 
ing. The annual ball of the associa- 
tion, this year called the “How-Ya- 
Doin’ Party,” was attended by more 
than 1500 persons and climaxed the 
day’s program. 

The fourth and final day of the 
convention was devoted to the elec- 
tion of officers and the report of the 
various committees, most important 
of which was the report of the com- 
mittee on resolutions, which moved 
for the adoption of: Mr. Herreid’s 
suggestion concerning the establish- 
ment of a fish and game department 
at the University, Fair Trade Legis- 
lation, and a resolution asking man- 
ufacturers to refrain from the prac- 
tice of retailing. 

After fixing the date for next 
year’s convention as the last week in 
February, and making plans for del- 
egates to attend the N.R.H.A. Con- 
gress at Los Angeles in July, the 
convention adjourned without decid- 
ing definitely whether its next con- 
vention would be held in Minneapo- 
lis or St. Paul, although the board 


voted to hold an option on the St. “ 


Paul Auditorium for the convention 
date. 





Connecticut Report 


(Continued from page 70) 


bers that ,the association would 
make an analysis of their insurance 
and would show them how to cut 
their overhead. 

Lester Hayward, Dreher-Smith & 
Co., Middletown, questioned Bob 
Seaman, F. T. Blish Hardware Co., 
South Manchester, on “How Can I 
Meet Competition?”: Mr. Seaman 
suggested a 100 per cent display 
store with concentration of mer- 
chandise on the main floor; a sales- 
manship course for each clerk; tak- 
ing on a new line each year and in- 
stalling a cash and carry system 
with a discount for cash sales. This 
discount, Mr. Seaman stated, had 
enabled him to meet the chains on 
one of his lines and was so success- 
ful that it was being extended to 
other lines. Quantity buying was 
offered as a good means of getting 
prices that would put the dealer in 
a competitive price range. 


The discussion, “How Can I Man- 
age Better?” was led by Nelson 
Daniels, Willimantic, who ques- 
tioned Charles Young. Making con- 
tacts through social activities, and 
treating customers with friendliness 
were suggested. 

The association went on record 
as: opposing the licensing of master 
painters, and opposing bills prohib- 
iting the sales of air rifles, B.B. guns, 
etc., and prohibiting the sales of fire 
arms to minors. The association felt 
that while these bills were good in 
intent, they contained no provision 
for prohibiting shipment of these 
articles from outside the state. The 
passage of the Connecticut Fair 
Trade Law was favored, as was the 
formation of a special committee 
bership to include clerks, and the 
formulation of a special committee 
by or of the board of directors, 
which would act as a clearance ex- 
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PEA HULLER 













































































WHAT IT DOES!—Shellis a pound of 
lima beans or peas in two minutes. 
Slices a pound of string beans in 
the same length of time. 


ITS SPEED IS AMAZINGI—It takes 
only a few seconds to change from 
slicing to shelling. The slicing at- 
tachment will slice the whole solid 
vegetable kingdom into thin, attrac- 
tive shoestring shapes. 
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AND 


THE NEWEST 


ano FASTEST SELLING 


KITCHEN TOOL 
ON THE MARKET 


> PRICED RIGHT 


HANDSOME PROFITS 


| Rod spring Vaughan _intro- 

duced a Pea Huller and 3ean 
Slicer in one eastern metropolitan 
market. Although it retailed for 
$1.98—more than 30,000 were 
sold within 5 months. 


NOW—you can feature this new and 
improved Vaughan model for $1.39 
RETAIL. IT'S A WINNER! A real 
value for your customers—a_ real 
profit producer for you. There's 
nothing else like it. 


Designed by one of the country's 
foremost artists—as modern as a 
streamlined train. Made of the 
finest materials. Expert workmanship 
and finish. 


EASY TO DISPLAY! 

EASY TO SELL! 

EASY TO USE! 

WILL MAKE A FINE CHRISTMAS 
GIFT NUMBER! 


Be the first in your community with 
this sensational new item. Send for 
information on No. 550 individually 
packed in two-color display box. 
Weight 2 Ibs. each. 


Vaughan's 
SAFETY ROLL, JR. 
and Other 


Popular Numbers 


Cash in on the demand 
for Vaughan's Famous 
Sales Leaders. For 25 
years high quality, uni- 
formity and sustained na- 
tional advertising has 
caused a consumer prefer- 
ence for Vaughan's prod- 
ucts. Popular priced ... 
retailing for 5c... 10c 
-+.and 25c... and they 
pay you a good profit. 
You can build a profitable 
business with these nation- 
ally advertised leaders. 
Send for information and 
prices. 





VAUGHAN NOVELTY MFG. CO.. Inc. 








WORLD'S LARGEST MANUFACTURER OF CAN OPENERS” 








3211-25 CARROLL AVE.—CHICAGO, ILL., U.S.A. 
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In 1937 
The Fastest Selling 













White Mountain 
(Triple Action) 
Sizes 1 to 25 qts. 
inclusive 


Will Be 
As Usual 


— Arctic 
(Single Action) 
Sizes 1 to 20 qts. 
inclusive 


The 
.White 





‘imma 


Mt. Washington M 0 u nta ; n 


(Single Action) 
Illustrating 3, 4 and 6 
qt. sizes 
The 2 qt. size is of lighter 
and special construction 


Line 


Be Prepared! 
Your Jobber is fully 
supplied 
The 
White Mountain Freezer Co. 


Inc. 
Nashua, New Hampshire 








Send for Complete 
Catalog 








Junior 
(All Metal) 
2 qt. size only 
























EXCLUSIVE with 


4 n ette Heluxe 
a FOUR 
RUBBER FEET 
... Prevent Markin 1g 
or J; taining floor or 
Linoleum 


(SEE NO.5) 











No Other Step-on 
Can Has All 


These Features 


Every feature is a REASON why 
your customers will PREFER the 
Sanette Deluxe and pay the full, 
established retail price. 


1, Rubber-cushioned, quiet-closing cover. 
2. Patented inner seal ring on top of outer con- 
*tainer (together with flange on top of inner 
pail) prevents refuse falling between pail and 
container . . . no soiling of floor. 


High-gloss enamel finish, baked-on. 
four ultra-modern colors. 
Trim-looking, chromium-plated pedal. 
Four rubber feet. 
Exclusive dust-proof housing conceals and pro- 
tects operating mechanism. 

* 

Growing in popularity with the hardware trade, 
the Standard Sanette combines low price with full 
mark-up. Display it... in four sizes and four 
colors. 


Choice of 


SFP 


There are also Sanettes made eaclusively for den- 
tists, doctors and hospitals. 


MASTER METAL PRODUCTS, Inc. 


323 Chicago St. Buffalo, N. Y. 
Chicago Office: 14196-A Merchandise Mart 
New York Office: 1140 Broadway 


SSR NE 
98 





change for over-stock and slow- 
sellers. 

F. T. Blish, Jr., Manchester 
Plumbing & Supply Co., Manches- 
ter, was elected president; Carl 
Raven, Raven Hardware Co., and 
Harry Mark, Harry Mark Hardware 
Co., Ansonia, vice-presidents. Charles 
F. Freeman and H. W. Morse were 
elected secretary and treasurer, re- 
spectively. 

Directors for one year are: L. E. 
Wheeler, Seymour; J. L. Palmer, 
Wallingford; Fred H. Wilcox, New 
Haven; Lester Hayward, Middle- 
town; for two years, S. Howard Has- 
call, Hartford; W. B. Welden, Sims- 
bury; C. E. Saunders, Norwich; 
Charles Tennstedt, Rockville; for 
three years, R. P. Brown, Winsted; 
Clinton Walsh, Westport; George 
Stevens, Stafford Springs, and Roger 
Silliman, New Canaan. 

It was voted to send Mr. Freeman 
and the new president, Mr. Blish, 
Jr., to California for the coming 
N.R.H.A. convention. 

Rudolph S. Wild, Harpware Ace, 
was introduced at the Thursday 
morning session of the convention. 





A Back Room 
Becomes Toy Salon 


(Continued from page 61) 


and on the same side of the street 
as the store, so a line of school 
supplies was recently put in stock. 
These school necessities are draw- 
ing trade already, but the big 
rush will be when the new school 
building is completed. Another 
advantage the toy and gift annex 
enjoys by having the entrance on 
Western Ave. is that there is 
plenty of parking space available 
there, something Broadway does 
not offer. 


Toy layaways are a source of 
profit and traffic building and 
although layaways are more fre- 
quent at Christmas time, young- 
sters often ask that an item be put 
aside for them at other seasons. 
Under the layaway plan a child 
picks out an item such as a caster 
set and visits the store weekly to 
make payments until the full price 
has been received by Mrs. Horn. 

Although toy sales are rung up 
in a cash register specially in- 
stalled in the toy and gift annex 
for the Christmas holiday season, 
during the balance of the year 








A line which has held the confidence 
of farmers and gardeners for 62 years ff 
must have sterling merit. When this 
long established line is backed by an >” 
extensive advertising campaign,a de- 
mand is created which assures fast 
turnover of stock. 

In addition, the Hammond Line car- 
ries the highest mark-up of any na- 
tionally advertised line of Horticul- 
tural Specialties. 

For consistent profits stock Hammond 
Products. 


LIQUID SLUG SHOT 
A Rotenone-Pyrethrum Spray 
with Effective Fungicide 
SLUG SHOT DUST 


The Original Non-Poisonous 
Dust Insecticide 


DOG-SKAT 
Dog and Cat Repellent 
In Tubes, immensely popular 
Write for prices and dealers’ discount 
HAMMOND PAINT & CHEMICAL CO., 
Ine. 


46 Ferry St. Beacon, N. Y. 








© 


Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St, New York City 
© 
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sales are rung up in a cash regis- 
ter in the hardware department, 
which is entered through a door- 
way in the rear of the ground 
floor toy shop. This plan is fol- 
lowed to get people visiting the 
Western Ave. store to go into the 
hardware department. Says Mrs. 
Horn, “If we use a cash register 
in the hardware store to ring up 
sales, for toys, during months 
other than the holiday season, 
when we go into the hardware 
store people will follow us there. 
Many people who might not other- 
wise visit the hardware section 
thus go into it and see other mer- 
chandise they want.” 

Mechanical toys are always 
given considerable space on the 
open display tables in the main 
floor department to interest both 
boys and their fond fathers. 
Generally mechanical toys range 
in price from 25c. to $3.00 and 
there are always new items being 
added. Games are another good 
source of revenue and are stocked 
in prices ranging from 10c. to 
$2.50. Many popular games, par- 
ticularly those having to do with 
trading and commerce, are offered 
by manufacturers in several dif- 
ferent editions at a variety of 
prices. Horn’s do not stock the 
more expensive editions of these 
games. 


Learns Game Rules 


Mrs. Horn always makes it a 
point to learn the rules of newly 
stocked games, or to at least have 
a general talking knowledge of 
the rules and entertainment pos- 
sibilities of the game, so that she 
may demonstrate the plan for 
playing. “Even though young- 
sters may want to see a particular 
game, they also want to see other 
games along the same idea,” says 
Mrs. Horn. Acting on that theory, 
she stocks popular games and 
games for which the plan is some- 
what similar, as in these days a 
popular game will soon be fol- 
lowed by others somewhat alike 
in action, object and playing 
methods. 

With the exception of stuffed 
toys and dolls and other merchan- 
dise which is easily soiled by ex- 
posure and constant handling, all 
merchandise in the toy and gift 
department is on open display 
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LEFT — “Standard 
ASSORTMENT No 
1o— Matched 
A1l-Stceel, 
ily Chromium 
: ont sab highly pol- 
& see me | ” = Ge ishe Olrvlismirtae 
wet fearse = ; to sell at 


ABOVE—'' DeLuxe ASSORT 
No 30—"' Matched desig 
Brass, with Red and Blac 
bases Heavily chromit ‘ om ye . . 
Highly polished. Contrasting aati << ncaa 


embossed lines in Red and Ebon 


View FASTEST SELLING Matched 
CABINET HARDWARE IN AMERICA! 


And no wonder! For the exclusive new American Cabinet ‘‘matched”’ 





hardware ensembles (formerly made only for cabinet manufacturers ) 
have proved to be just what the remodeling and home-building 
public wants. Already it is known as the fast-moving, profit-making 
line about which the whole industry is enthusiastic—with attractive 
merchandising “deals” that permit you to have a complete, modern 
cabinet hardware department with a small investment. And, with 
each item individually packaged, complete with screws and simpli- 
fied instructions, it’s convenient for you to handle—saves time, 


temper, and money. 


CONSTRUCTION FEATURES 


CONCEALED TYPE CATCHES—operate on same 
principle as highest grade door locks—'‘Fingertip” 
control in opening or closing door — adjustable 
“Push-Button” plungers. Five-Knuckle Hinges — 
throughout entire line for long, smooth operation. 
Semi-concealed or surface types. Special design 
minimizes stock necessary to carry. 







American Cabinet Hardware Corp. 
Rockford JG¥ Illinois 





















Everyone Wants to See It 


Hy AYN Py) ss EF coat uses 


National advertising directs buyers to 
you for demonstration. Craftsmen and 
mechanics everywhere are enthusiastic 
about the marvelous performance of 
this all-purpose power tool. A great 
time and labor saver for work 
on all metals, alloys, glass, 
resins, celluloid, wood, stone, etc. 
Self-Demonstrator Set sells it. 
Requires only 2 square feet 


of counter space. 

The Handee is a whole shop full 

of tools in one. Uses 200 dif- 

ferent accessories to grind, 
polish, rout, drill, cut, 







carve, saw, engrave, etc. 
Plugs in any socket AC 
or DC, 110 volts. 


TWO MODELS 


STANDARD weighs 1 pound. 13,000 r.p.m. Re- 
tails for $10.75 and up. DE LUXE, fastest and 
most powerful tool for its type and weight, 12 
ounces. 25,000 r.p.m. Retails for $18.50. 





NEW — Big Profit-Maker 


Every Handee owner is a steady cus- 
tomer for accessories. Here’s a counter 
display that sells them — theft-proof, 
dust-proof, glass-top case takes up only 
1% square feet. Contains 80 livest 
varieties of sales-tested accessories most 
in demand, 3 of an item, plainly illus- 
trated and priced for easy re-ordering. 


WRITE TODAY FOR 


SPECIAL DEALS 


on Accessory Case and 
Free Handee Self-Demonstrator Set 


Chicago Wheel & Mfg. Co. 


1101 W. Monroe St. Dept. EE Chicago, Il. 


100 








| 


tables or in wall shelving sections. 
Although aisle space is wide 
enough to allow free circulation 
of customers and no possible dis- 
play space is permitted to go to 
waste, there is no crowding of 
merchandise in the toy and gift 
shop. Wherever practical, prices 
are marked on toys and giftwares. 


Customers have no_ hesitancy 
about buying toy wind instruments 
for their youngsters, at Horn’s, as 
no one is permitted to play such 
instruments until they have pur- 
chased them. This policy, together 
with that of keeping dolls, stuffed 
animal toys and related merchan- 
dise in glass cases is a good sell- 
ing point in favor of Horn’s for 
parents are assured that such 
items are in as sanitary a condi- 
tion as is possible. 


Gift items, for bridge parties, 
birthday and anniversary gifts 
and some general household items 
are displayed in the Western Ave. 
store—ranging in price from $1.00 
up. Complete sets of chinaware 
are displayed on china racks at 
the top of wall display cases. In 
addition there is a variety of pot- 
tery, plant jars and brackets, mir- 
rors and framed pictures. 


Homelike Atmosphere 


The homelike atmosphere so 
desirable in a toy and gift shop 
is accomplished by Mrs. Horn’s 
use of attractive curtains on the 
side windows and half height fig- 
ured draperies at the back of the 
two show windows. The entire de- 
partment, which is ’ attractively 
finished in brown and ivory, has 
a neat and inviting appearance. 
Everything on display is within 
reach of an adult of average 
height. 

By adding the special gift and 
toy annex store, Horn’s increased 
their display space by approxi- 
mately 800 square feet, giving 
more room to hardware items 
and increasing store traffic. More 
people, than ever before, are buy- 
ing merchandise which they did 
not intend to buy when they 
entered the store. The new de- 
partment layout greatly increased 
holiday business and although it 
is still too early to determine the 
effect of the new plan on year 
round toy business, Mrs. Horn 











“ROTABIN” 
ROTATING NAIL BINS 





No. 445 WITH SCALES 
(Upright type) 


Are your customers satisfied? 
Do they get real service? 


Everyone that enters your establish- 
ment is a user of nails. Installing 
a ee will assist you in secur 
= — business. “ROTABIN” 
affo: open display, economy of space, 
convenience, accessibility, saving of 
time, steps, nails and money. 

you to give splendid service, speed up 
sales on nails and suggests other large 
profit items. “ROTABIN” has many 
exclusive features, offers splendid ad- 
eee and opportunities. Send for 

er. 


THE FRICK-GALLAGHER MFG. CO. 
WELLSTON OHIO 


ARMSTRONG 


Now FineTool Quality in 


STAR 
DRILLS 














Correct cutting 
shapes and finer steel 

. drop forged, 
ground, heat treated 
and tempered. Here 
are star drills that 
hold their sharp- 
ness and run 
uniformly ex- 


cellent. 














Coming in 
8-inch, 12-inch, 
18 and 24-inch, 
by sixteenths to 
one inch by eighths 
in larger diameters— 
a complete line that 
needs no fill-ins with es- 
tablished prices, established 
margins and an established 
name. 


Write for Star Drill Circular 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Franeciseo Ave., Chicago, U.S.A. 
New York San Francisco 
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knows that it has been greatly im- 
proved.” 

Except at Christmas time, Mrs. 
Horn conducts the Western Ave. 
end of the store by herself. At 
Christmas time other members of 
the family and a young high 
school girl assisted in the new de- 
partment. The office of the store 
is located at the back of the main 
store on a balcony and through a 
window installed just above the 
door that connects both stores, 
Mr. or Mrs. Horn, when sitting in 
the office, can get a full view of 
the annex, making it unnecessary 
to keep customers waiting and 
minimizing the possibility of pil- 
ferage that could occur when no 
one from the store happens to be 
right in the annex. 

Mrs. Horn’s natural interest in 
toys is a big factor in making a 
success of year ’round toy activity 
at Horn Hardware. Toys, like 
any other item in a hardware 
store, must be understood and 
liked by the person who is selling 
them. 


Miller-Tydings Bill 
Likely to Pass 


(Continued from page 42) 


Emanuel Celler, Democrat, of 
New York, and Representative 
Robert L. Ramsay, Democrat, of 
West Virginia, filed an extensive 
report objecting that the bill will 
raise prices to the consumer. How- 
ever, they said that they would 
vote for the bill because they long 
have advocated legislation to curb 
“loss-leader” selling. Representa- 
tive Celler, however, expressed 
doubt that the Miller-Tydings Bill 
would accomplish its purpose. He 
also suggested that the Federal 
Trade Commission should make 
an investigation in order to learn 
whether or not the purpose of the 
bill is to legalize price fixing and 
he charges that that is its purpose. 
He said he was confident the com- 
mittee is being asked to act on 
“loss-leader” selling in order to 
assist a nation-wide price-fixing 
program, in which both the Pat- 
man-Robinson Act and the Miller- 
Tydings Bill are two steps and 
state price control legislation a 
third step. 

He also suggested that the Mil- 
ler-Tydings Bill be amended so 
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FIXTURES 


for Modsin Stores 


@ Lyon Store Fixtures in Steel have a nation-wide record 
of paying their way with extra profits. They are designed 
to bring the merchandise out in the open... displaying 
it to best advantage . . . stimulating profitable impulse 
purchases... turning “shelf-warmers” into fast sellers. 


Maintenance cost reaches a new minimum in stores 
equipped with Lyon Steel Fixtures. They cannot warp, 
splinter, or shrink. Minimum care is required to keep 
them spotlessly clean and attractive. Their flexibility per- 
mits any store changes required to keep pace with new 
merchandising developments. Mail coupon for catalog 
and full details of Lyon Store Planning Service. 












| Products, Incorporated 
LYON METAL PRODUCTS, sal reagan 
: ° 
pire nn 2‘Teore cond cataetails of Store Planning 
sa 


Store Fixture 
Service. —- 


2303 River Street, 
AURORA, ILLINOIS 


LYON 


STORE PLANNING 







Name — ri ae 
Address" _ 
a 


jexice 


LYON METAL PRODUCTS, INCORPORATED, Aurora Ilhnois 
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THERE IS 
NotHING 


Line Ir/ 








FOR 1001 REPAIRS 


The formula for Plastic Wood had to be dif- 
ferent from any other repair material on the 
market or else the U.S. Government would 
not have issued U. S. Patent No. 1,838,618 
to cover it. Plastic Wood is real wood that 
handles like putty and hardens into perma- 
nent, water-proof wood—there’s nothing like 
it on the market today. 


GREATER ADVERTISING 
ON THIS FAST SELLER— 
MORE PROFITS FOR YOU! 


Millions are seeing Plastic Wood advertise- 
ments every week —in the best-read national 
magazines and newspapers, such as Saturday 
Evening Post, Colliers, Liberty, American 
Weekly, This Week, Good Housekeeping and 
38 others. Dealers 

everywhere are re- 
porting increased 
sales—on which they 
aremaking big profits. 


SALES-MAKING 
DISPLAY—FREE! 


Increase your sales 
with this colorful 
Counter Card—it’s B4 
Free—write today ‘ 
to the A.S. Boyle 
Company, Dis- } 
tributors,257Cor- 
eae ae k 
Jersey City, N. J. 4s 








HOUSIHOID 
REPURS wins 


HANDLES LiKE py Ty 


HARDEN, s0WOOD 


PcasTtic Wooo 
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that it only grants immunity from 
prosecution for resale price main- 
tenance, so long as the prices fixed 
do no more than prevent “loss- 
leader” selling. Representative 
Celler recently submitted his 
views to the Senate sub-committee. 


New England 
Convention 


(Continued from page 69) 


customer should like, but what he 
or she likes. 


In discussing pricing, Mr. Sheets 
stated that it was found that odd- 
cent prices please the customer. He 
said that items in a line should be 
marked at varying margins, using 
a three-margin strata. 

Following a question and answer 
period, the meeting was adjourned 
for a members’ luncheon at which 
the officers and committees made 
their reports and at which the new 
officers were elected. 


New Officers 


Arthur MacFarland, Wollaston, 
Mass., was elected president for the 
ensuing year; W. A. Thompson, 
Lowell, Mass., and Frank E. Loud, 
South Weymouth, Mass., vice-presi- 
dents; Calvina O. Nichols, Boston, 
Mass., treasurer, and James P. 
Mackey, Brookline, Mass., auditor. 
G. C. Small, Boston, Mass., is sec- 
retary. 


Directors for three years are: 
James P. Mackey, Brookline, Mass.; 
Arthur S. Ogden, Boston; Guy L. 
Harvey, Jamaica Plains, Mass.; Lou 
Chandler, Newton Center, Mass.; 
for two years; John Skolfield, Gar- 
diner, Mass.; Lincoln King, Port- 
land, Me.; John Swanson, Ports- 
mouth, N. H.; G. E. Bell, Stoneham, 
Mass.; for one year: Kenneth Colt, 
East Providence, R. I.; Herman Car- 
lisle, Springfield, Mass.; Harry B. 
Blye, Woburn, Mass., Frank Toole, 
Pawtucket, R. I. 


On Friday, a Salesmen’s Night 
was held with vice-president W. A. 
Thompson, presiding. An educa- 
tional movie, entertainment, and a 
humorous speaker, Billy B. Van 
were the highlights of the meeting. 

Entertainment features of the 
convention included a Stag Night 
at the Hotel Bradford and a dinner- 
dance at the Statler. Card parties 
and other entertainment were ar- 
ranged for the ladies. 








STOVE LINING 


is an improved stove 
in moist, lining material. Fireline is 
acked in moist, plastic form 


y air-tight tins and drums, 

plastic It is sold ready for use with- 

out mixing. It is a clean, 

he easily installed material that 
orm customers like. 


In cook stoves and ranges, 

Fireline is used to replace 
cracked castings or burned out stove tile. 
It gives better results than fire clay or dry 
stove lining mixtures. 
FIRELINE can also be used to repair 
cracked firepots in connection with heating 
stoves and warm-air furnaces. It is in- 
stalled as a complete lining entirely around 
the firepot. Seals all cracks and holes— 
preserves new castings. 


FIRELINE STOVE & FURNACE LINING CO. 
1859-C Kingsbury St., CHICAGO, U.S.A. 





DENISTON 






‘Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . 
Ask your ee or write us for samples and dem: 
onstrator bloc! 


The *DENISTON Compaa 
4840 S. Western Ave. CHICAGO, ILL. 


KEY BLANKS 


OF EVERY DESCRIPTION 


3 








Catalogue on Request 
GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U.S. A. 








MOLE-NOTS 


A safe, sanitary, economical food 
that rids —? — gardens of 
men, moles. Ready t No danger- 
my ous gases. Also kills Is Gophers, Field 
Mice and Field Rats. Garden size— 


Retails at 25c 


Larger sizes: $1.00 to 
$10.00. Sold on Money 
Back Guarantee. Ask your 






Jobber or write us. 

Also — Roach-Nots, Rat- 
Nots, Mouse -Nots and 
Ant-"*X"", 


275 Water St., 
New York City, N. Y. 
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SURE-GRIP 


HOSE CLAMPS 





Will Hold 
Any 
Pressure 
the Hose 
Will 
Stand 


You can’t beat Sure-Grips. They will hold 
any pressure the hose will stand. Tighten 
to a true circle. Corrosion is prevented be- 
cause there are no raw, ungalvanized edges. 
Nut, bolt and clamp are galvanized sepa- 
rately. More than 100 sizes to meet every 
demand for water, steam, air or automobile 
hose connections. 


Ask your jobber or write us for prices 


J. R. CLANCY, Inc. 


Syracuse, N. Y. 
EES SS 








ICE TONGS 


That Carry a Profit 
Plain Handle 
Swell Handle 
Chain Handle 


Household 
Ask your Jobber or write us. 


CHARLES HESS CO., Inc. 
49-16 Metropolitan Ave., Brooklyn, N. Y. 














COOKSZ CM ANAIL 
ANT I-14 X53 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 
as a pen knife—all due to 
new “swivel” lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At. job- 
bers’. Send for price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 


SMART NAILS 








The Original 
“HORSESHOE MAGNET" 
HAMMERS 


Stee! Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
696 Atlantic Ave., Boston, Mass. 

















MARCH 25, 1937 





State Sales Tax 
Summary 


From a recent bulletin by A. E. 
Eichholz, General Manager, 
Motor & Equipment 
Manufacturers’ Association 


ALABAMA — Effective Jan. 1, 
1937, through Sept. 30, 1937; retail 
stores 2 per cent; amusement or en- 
tertainment 11 per cent. 

ARIZONA—2 per cent retail gross 
receipts. 

ARKANSAS—2 per cent retail 
gross receipts; to expire July 30, 
1937, but Governor recommends re- 
enactment. 

COLORADO—2 per cent retail 
gross receipts; expires June 30, 
1937. 

CALIFORNIA—=3 per cent retail 
gross receipts. 

CONNECTICUT—None. 

DELAWARE—None. 

GEORGIA—None. 

FLORIDA—% per cent on gross 
receipts of retail sales 1 chain store 
5 per cent, chain of 15 or more 
stores. 

IDAHO—2 per cent retail gross 
receipts; killed by referendum elec- 
tion Nov. 3, 1936. 

ILLINOIS—2 per cent retail gross 
receipts. 

INDIANA—1 per cent gross re- 
ceipts, consumers’ sales. 

IOWA—2 per cent retail gross re- 
ceipts; expires April 1, 1937; Gov- 
ernor recommends its continuance 
indefinitely. 

KANSAS—None. 

KENTUCKY—Tax repealed Jan. 
15, 1936. 

MAINE—None; rumor of sales 
tax being proposed amounting to 15 
per cent on liquor and beer and 10 
per cent on amusements and soft 
drinks. A new law passed January, 
1937, provides for a 10 per cent tax 
and not less than 5 per cent on 
spirituous and vinous beverages, 
which is to go to the Old Age Pen- 
sion Fund. 

MARYLAND—None. 

MASSACHUSETTS—None. 

MICHIGAN—Gross receipts 3 per 
cent tangible personal property; 3 
bills on question of sales tax have 
been submitted to legislature; have 
not received copies of them; do not 
know what they contain. 

MINNESOTA—Chain gross sales 
and store receipts, 100,000, 1/20 per 
cent by brackets to 1 per cent over 
1,000,000. 

MISSISSIPPI—2 per cent gross 
sales receipts. 

MISSOURI—1 per cent gross 





Powerful advertisements widely seen 
Tell customers about New Ever Green 











RIE N 
This newsy poster on your glass 
Attracts all gardeners who pass 





And in your store a new display 
To sell the spray florists Okay! 


14,428,320 
SALES MESSAGES 


in the powerful national advertis- 
ing campaign on NEW EVER 
GREEN SPRAY in leading home 
and garden magazines. Newsy 
posters. Eye-catching displays. 
Geared for quick sales and profits. 
NEW EVER GREEN SPRAY, 
widely known plant insecticide, 
gives maximum killing power but 
is non-poisonous when sprayed. 
Florists use it—approve it. Home 
gardeners prefer it. Order now 
from your jobber—or write to 
McLaughlin Gormley King Co., 
Minneapolis, Minnesota. 











DISPLAY...NEW 


EVER GREEN SPRAY 
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“Cash In” 


on Bathroom 
Modernization 


Tie up with the Miami Line... 
and get your share of the business 
from the steadily growing demand 
for high quality Bathroom Cab- 
inets, Mirrors and Accessories. 
Miami’s Leadership in Style, Con- 
struction and Better Values is rec- 
ognized by architects and building 
contractors. 


Biggest Values in Cabinet Industry 


The Miami Line is the most complete on 
the market . . . cabinets for the modest 
bathroom as well as for the very finest. 


MODEL 
701-F 





Mirror is 15%4x22”, guaranteed for 5 years 
against silver spoilage. Cabinet has ad- 
justable glass shelves, razor blade drop, 
two tooth brush racks. 






MODEL 
1622-CF 
Large mirror, 16x22”, is set in beautiful, 
one-piece chromium frame; nickeled hinges. 
Three adjustable shelves, razor blade drop, 
tooth brush holders. 
Miami Cabinets are nationally advertised. 
Stocked in principal cities. If your jobber 
cannot supply you, write 


MIAMI CABINET DIVISION 
THE PHILIP CAREY COMPANY 
MIDDLETOWN, OHIO 


MALL 


CABINETS 


AAU AMC LLL aL 





104 








sales receipts of tangible personal 
property; Governor states in his 
message that sales tax is to be con- 
tinued, though it is scheduled to ex- 
pire Dec. 31, 1937. 

MONTANA—None. 

NEBRASKA—None. 

NEVADA—None. 

NEW HAMPSHIRE—None. 

NEW JERSEY—Repealed. 

NEW MEXICO—2 per cent gross 
sales receipts. 

NEW YORK—New York City has 
2 per cent sales tax. 

NORTH CAROLINA—3 per cent 
gross sales receipts (merchants). 

NORTH DAKOTA—2 per cent 
gross sales receipts; expires May 1, 
1937. 

OHIO—3 per cent gross sales re- 
ceipts (bracketed); House bill 59, 
introduced, would repeal sales tax 
on liquor by the glass and impose a 
sales tax on sales by the liquor de- 
partment, regardless of whether to 
actual consumer or to permit holder. 

OKLAHOMA—2 per cent retail 
gross sales receipts. 

OREGON—Proposed sales tax de- 
feated. 

PENNSYLVANIA—2 per cent on 


each $1 gross sale preceding calen- 


dar year; law passed August, 1936, 
places tax of 10 per cent of net 
price of liquor sold by State stores, 
which is to be paid by purchaser. 

RHODE ISLAND—None. 

SOUTH CAROLINA—None. 

SOUTH DAKOTA—2 per cent 
retail gross receipts. 

TENNESSEE—None. 

TEXAS—None. 

UTAH—2 per cent gross receipts. 

VERMONT—To 50,000 brackets 
over 2,000,000, 4 per cent of gross 
receipts. 

VIRGINIA—License tax based on 
gross receipts, 1000—$10; 2000— 
$20; more than 2000—13c on each 
$100 of sales. 

WASHINGTON—Gross proceeds 
of sales 2 per cent; retailers 2 per 
cent plus % per cent. 

WEST VIRGINIA—Gross_re- 
ceipts of sales 2 per cent plus % 
per cent on retail sales. 

WISCONSIN—None. 

WYOMING—2 per cent on retail 
sales; Governor recommends exten- 
sion of current sales tax with elim- 
ination of tax on foodstuffs. 


A. H. EICHHOLZ, 


General Manager. 








Swanks Hold Spring Show 


(Continued from page 56) 


pany’s building was given over to 
the show, which was open both day 
and night, and featured complete 
lines of spring and summer mer- 
chandise. These included garden 
supplies, tools and equipment, farm 
supplies, fence, etc., home furnish- 
ings, electrical appliances, contrac- 
tors’ equipment such as wheelbar- 
rows, roofing, builders’ hardware, 
plumbing supplies and mill and 
mine supplies. 

One of the features of the show 
was the complete display of fishing 
tackle suitable for Pennsylvania 
sportsmen. This display included 


representative lines of some of the 
leading manufacturers. 

The exhibits were attractively and 
practically arranged so as to give 
the dealers a quick choice of goods. 
Many factory representatives as- 
sisted with the show and gave the 
dealers special as well as general in- 
formation on their lines for the com- 
ing season. 

So successful was the show that 
the Swank Hardware Co. will hold 
them on a more extensive scale in 
the future. In the past they have 
been held semi-annually. 
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Le eG -transportation—a modern 
utility developed by the use of better 
alloys, better design and fine tools. Vaughan 
tools, too, have better steels. Each kind chosen 
for a particular purpose—for example, high 
carbon steel is used for the cutting edge of an 
axe—low carbon steel for the axe’s eye. The 
design of every Vaughan Product is based 
upon experience in years of tool making and 
a continued striving for greater usefulness. 
For modern utility, Vaughan is a leader. Fine 
mechanics want fine tools that have a long 
life—like that built into Vaughan tools. 


VAUGHAN & BUSHNELL MFG. CO. 


I 2114 Carroll Ave., Chicago, IIl. 
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VAUGHAN HAMMERS 


Fine workmanship, fine quality, 
are combined in the production 
of these hammers designed to 
give every advantage possible 
to this type of tool. The spring 
eyes, non-slip claws and fulcrum 
tops are points which make 
outstanding hammers. 


VAUGHAN AXES 


Two high grade steels, each 
chosen for its purpose, com- 
bined by the patented electric 
fusing process make the 
Vaughan Axe a perfect tool. Its 
Open Adze Eye construction 
guarantees against handle 
breakage, a weakness found in 
other type heads. The fine bal- 
ance of these axes, is the 
result of careful designing. 
There is one especially made 
for every purpose. 


OTHER VAUGHAN TOOLS 


include hatchets, planes, chis- 
els, machine punches and bits, 
wrecking bars, pincers and 
nippers as well as a complete 
line of other products useful to 
the mechanic. Each is made 
with the guarantee of perfec- 
tion and long life. 
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Builders’ 


Hardware 


On the one side, a growing market 
for all types of builders’ hardware. 


On the other side, greater opportu- 
nity to sell more distinctive and more 
profitable hardware. 


From all sides, there has been an en- 
couraging response to Lockwood 
offerings of improved products and 
advanced design. 


We are grateful to the trade for its 
generous acceptance of Patrician and 
of our other products. 
We hope to repay your 
confidence with im- 
proved service and fur- 
ther developments in 
modern builders’ hard- 
ware. 


Lockwood 


Hardware Mfg. Co. 
Fitchburg, Mass. 
Division of 
INDEPENDENT LOCK Co. 


%Y 
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6500 Bills in Congress 


(Continued from page 67) 


facturers from retailing their products 
and, conversely, retailers from engaging 
in manufacturing. The other H.R. 
4726) would restrict reciprocity sales 
in interstate commerce. Space is not 
available to give these detailed con- 
sideration here but their purpose is 
obvious and, since it is in accord with 
Administrative policies, the bills will 
most likely pass. 

2. Next in importance is the Miller- 
Tydings resale price maintenance bill, 
which has, at this writing, just been 
reported favorably out of the House 
Judiciary Committee. As it has power- 
ful backing in Congress and is in line 
with the Administration’s fair trade 
practice policy and the recent decision 
of the Supreme Court upholding the 
Illinois and California laws, there is 
little doubt that it will pass. 

3. A group of fourteen bills comes 
next. They are intended to regulate 
wages and hours in industry, either 
directly, as in the Ellenbogen bill aimed 
at the textile industry, or indirectly 
as in the present Walsh-Healey Law, 
limiting Government purchases to prod- 
ucts made in plants observing certain 
wage and hour conditions. One or 
more of these will go through but they 
will affect only hardware concerns 
doing an interstate business. 

There is a decided opinion, among 
those in the know in Washington, that 
a new N.R.A. is destined to be intro- 
duced in this Congress later in the 
session. Donald Richberg has outlined 
something of the sort in several public 
addresses and has been in_ ex- 
tended conferences with the President. 
Whether it will be held back until the 
personnel of the Supreme Court is 
changed by law or will be framed to 
avoid the Constitutional objections to 
the first N.R.A., is an open question. 

4. Another group of seventeen bills, 
of particular interest to hardware men, 
includes a series of measures intended 
to encourage housing construction. They 
range from the Wagner Bill, providing 
loans and grants for low rent apart- 
ments, to those which extend and 
enlarge home building loans. The Wag- 
ner Bill is stymied, at the moment, 
unless the Committee having it in 
charge can find some way to provide 
the large funds required. The same 
applies to the others but it is not un- 
likely that the financial problem will 
be solved. 

5. Two other bills of interest only to 
corporations doing business across State 
lines (which, of course, applies espe- 
cially to concerns in Boston, New 
York, Philadelphia, Cincinnati, Chi- 
cago, Detroit and other cities, whose 
metropolitan districts include parts of 
several States) are the Borah and 
O’Mahoney Federal Licensing Bills. 

They require all corporations doing 
an interstate business to secure a li- 
cense. To get one, they must comply 


with certain exacting conditions. They 
must be capitalized at $100,000, of 
which $10,000 must be paid up. Their 
officers and directors may not hold 
stock in any other corporation in the 
same line, and so on. 

The present outlook is that these bills 
will not go through, as the Adminis- 
tration is said to disapprove of them. 

6. Other measures of interest to the 
industry are: A bill aimed to establish 
Federal control over weighing and mea- 
suring devices. It would go beyond 
the functions of local Bureaus of 
Weights and Measures, which are di- 
rected against the dishonest use of 
weights and scales, to the nature of 
the devices themselves. Another aims 
to prevent fraud in the registration of 
copyrights and labels and in the ob- 
taining of patents. 

Still another amends the Federal, 
Trade Commission Law to define fair 
competition and to open the books of 
corporations within the jurisdiction of 
the Commission to that body. Two 
others would regulate sales in inter- 
state commerce by prohibiting those 
of articles manufactured in violation 
of State laws, as those forbidding the 
sale of goods made by prison or child 
labor. Incidentally, there are six other 
bills directed against child labor. 

Finally, there is the anti-basing point 
bill, presumably intended to prevent 
unnecessary cross hauling, and an- 
other requiring corporations to be citi- 
zens of the State in which their 
majority stockholders reside instead of 
that of their incorporation. 

At the moment it is difficult to say 
what are the chances of passage of 
these bills, because of the critical situ- 
ation brought about by the present and 
proposed measures for the change of 
the Supreme Court. In fact, all legis- 
lation is sidetracked pending action on 
the Court. What that will be, nobody 
knows, as already stated. 

However, this outline gives a rea- 
sonably fair panorama of the principal 
measures among the 6,500 bills which 
affect the future interests of retail and 
wholesale business. It will be seen that 
the scope of Congressional legislation 
is general. Little of it is directed at 
any one business or industry. What 
will happen in the way of new bills 
after the Court matter has been set- 
tled remains to be seen. The session 
is still young and there is ample time 
for the introduction of new or substi- 
tute measures. 

Before the injection of the Court 
issue, the outlook for the session was 
fairly normal, but now the resurrection 
of such measures as modified N.R.A. 
and A.A.A. seem fairly certain if the 
Supreme Court personnel is radically 
changed. Harpware AcE will continue 
to keep its readers promptly informed 
on the changes in the Washington situ- 
ation, which affect their interests. 
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You make More Profit on 
this GOODELL 7-piece SET 


It’s easy to increase cutlery profits 
when you sell this attractively packaged, 
seven-piece Goodell set with convenient 
cutlery rack. Each item is recommended 
by leading Home Economics editors, and 
is of standard Goodell high quality. The 
free sales-pulling two-color display card. 
supplied with this new Goodell deal tells 
about the special features of the set and 
SELLS without requiring your time. 


7 Items. . 7 Easy Sales 


You increase your profit seven times by 
selling this Goodell set. Seven items in- 
stead of one .. . seven profits instead of 
one. You are protected from cut-price 
competition because the Goodell certified 
line is sold to independent dealers only 
Why not write for complete information 


Ask your jobber about this Goodell 
deal or write Goodell direct. 


THE GOODELL COMPANY 


General Offices 
ANTRIM, NEW HAMPSHIRE 
New York Office: Room 809A, 1123 Broadway 


certified 
CUTLERY 
ANTRIM, Mi. i. 


“It’s Guaranteed” “For Lasting Satisfaction” 
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@ As outdoor grazing time ap- 
proaches, you'll find it profitable to 
feature Tenso Tie-Out Chains. 


“TENSO” Tie-Out Chains—made by 
American Chain & Cable Company, Inc. 
—are profitable items. Not only that, 
’ but their high quality builds respect for 
all the other merchandise you carry. When 
you sell these chains, or other chains having 
the “ACCO” label, you deliver satisfactory 
service to your customers. There are no 
finer chains than those made by American 
Chain and Cable. 


Tenso Tie-Out Chains are made with an extra 
margin of strength. These chains are fur- 
nished either in bright or galvanized finish. 


Your wholesaler can supply you promptly. 
He carries a full line of ““ACCO” Chains. 





AMERICAN CHAIN DIVISION 


AMERICAN CHAIN & CABLE COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
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DUST ano DIRT 





BECAUSE 
THEY ARE 








AN IMPORTANT 
FEATURE OF 





Not only does the enclosing sleeve 
keep dust and dirt out of Greenlee 
Spiral Screw Drivers but it keeps oil 
in and makes for more efficient lubri- 
cation. In addition, it provides a full 
grip for the hand and makes it im- 
possible to pinch the fingers between 
the bit chuck and the body of the 
driver. 


By referring to the illustrations above, 
another important feature will be seen 
—the position of the shifter button 
with reference to the handle, which 
permits making changes without mov- 
ing the hand. Locking for the final 
drive of the screw is done with the 
guiding hand without moving it from 
its regular position. 


Now these features are of greatest im- 
portance for the user, of course, but 
they mean much for the jobber and 
retailer, because they make Greenlee 
Spiral Screw Drivers easy to sell and 
help keep them sold. 


Write Today for Complete Informa- 
tion, Giving Name of Your Jobber. 


GREENLEE TOOL CO. 


1715 Columbia Ave Rockford, IIlinots 
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The Menace Of Too Rapidly 
Increasing Prices For Hardware 


A letter to Hanpware Ace from 
Isadore Biltchik, Bronx Hardware & 
Supply Co., Inc., New York City. 


WISH to bring to the attention of 
the readers of HarpwARE AGE, a 
problem which I believe is of great 
importance to all dealers in hardware. 
I refer to the menace of too rapidly in- 
creasing prices of hardware products. 

No doubt dealers through the coun- 
try are getting notices of price ad- 
vances from manufacturers. In most 
instances these advances are sent 
effective several weeks from the date 
of mailing. Thus wholesalers and re- 
tailers are given an opportunity to buy 
before the price advance, so that they 
can fill up their shelves, and take ad- 
vantage of the additional profit when 
they sell at higher prices. 

Naturally, hardware dealers’ first re- 
action is, “Well, this is fine. My stock 
is worth more, and I'll be making a 
fine profit on my inventory.” Some 
of the smarter dealers will go to cus- 
tomers who use a quantity of certain 
items, induce them to buy ahead, in 
anticipation of a price increase, and 
thus substantially increase their sales 
as a result. 

However, let’s look at the other side 
of the picture. To begin with, what 
proportion of these price increases 
from manufacturers are justified? I 
will not argue against a manufacturer 
of copper tubing raising his prices, 
because after all, the raw material 
represents a very large proportion of 
his total manufacturing cost, so that 
as soon as raw copper advances, his 
prices must. Incidentally, I don’t be- 
lieve there is any kind of reason for 
the very rapid advance in raw copper 
prices, and without trying to be a 
prophet, I doubt if such prices will 
hold. Enough for that. 

However, take’ a manufacturer of 
hack saw blades, or vises. I can re- 
member very distinctly, the time when 
hack saw blades sold at 70 per cent off 
the list. Apparently at that price there 
was a profit because the manufacturers 
stayed in business, and kept on mak- 
ing blades. 

Some time ago, hack saw blades 
were increased to 60 per cent off list. 
Incidentally, that represents an increase 
of 33 1/3 per cent from the 70 per cent 
price. There was plenty of grumbling, 
from the users of blades, who could 
see no reason why, with all the talk 
of increased efficiency of machinery, 
and no change in steel prices, blade 
prices should increase. 

Now, we are informed that prices 
are going up again, this time 10 per 
cent. What is the reason for this in- 
crease? Has machinery instead of in- 
creasing production and Jowering costs, 
done the opposite? Or, are they taking 
the excuse that Social Security, or the 
increase in raw materials, or increase 


in labor is the reason? And do they 
think the ultimate consumer is going 
to gracefully submit? Maybe! 

Now, let’s take vises. We happen to 
distribute one of the oldest and best 
vises made. For a good many years 
prices on vises have stayed the same 
for all first line manufacturers. I as- 
sume these prices represent a fair profit 
to the manufacturers, otherwise they 
surely would have changed them up- 
ward during the height of prosperity 
of 1927-8-9. When steel prices drop- 
ped to the bone, and labor worked for 
whatever it could get, in the depression 
time, vise makers didn’t reduce prices. 
They could argue, possibly, that be- 
cause their production had been cur- 
tailed, their costs of production were 
higher, and they couldn’t reduce prices. 

But, as soon as business moves up- 
wards, the manufacturers of vises 
decide that it is necessary to increase 
prices because steel is higher, taxes 
are increased, and so forth. Apparently 
the argument doesn’t work both ways. 
Incidentally, the increase represents 
much more than a 10 per cent boost. 

Looking at this matter of vises from 
the standpoint of the dealer, we have 
the problem of attempting to sell an 
item which in the opinion of most 
consumers, is much overpriced already, 
at a still higher price. What is going 
to happen? Arguments—fights! I’ve 
taken these two items at random, be- 
cause they happen to be the latest two 
notices we received. However, the same 
remarks can be directed at nine out 
of ten increases in price which manu- 
facturers are mailing out. 

Let us also consider another aspect 
of these increased prices. Most of the 
notices are, as I mentioned before, 
notices of a change in price a week or 
two hence. So, dealers have an op- 
portunity to protect themselves. Most 
of us, who are anxious to make the 
additional profit created by this future 
price increase, will buy, and how! 
While normally we might buy a one 
or two months’ supply we buy a three 
or six months’ supply. Prospective 
profits look rosy now. But suppose our 
customers object to these high prices.. 
Suppose they can’t or won’t pay them. 
Or suppose they buy smaller quantities, 
are more careful in their use of hard- 
ware, use substitutes. All these things 
have happened before. Then what is- 
the hardware man going to do, first to- 
sell his normal volume, second to sell’ 
enough more so that he can pay for the 
abnormal quantities he has bought? 
That has also happened before. 

Finally, let us suppose that dealers 
do buy ahead, because of increased 
prices. Then factories will be busy 
for several months, producing the 
goods ordered, and sending it out to 
dealers’ stock. 

When they have finished these orders, 
where will additional orders come 
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Here’s a Sail unit sale on which 
you'll get quick turnover during 
the canning and preserving season. 
A 4-piece set, including the most 
| | essential untensils — beautiful in 

design. Women are quick to re- 
cognize a real value like this, when 
™ they see it displayed on your coun- 
ter. The low price is within reach 
of nearly all your customers, yet 
it allows you a good markup. And 
© sooner or later, these customers are 
™ potential buyers of other utensils. 


T c 44455 SET * Write for free utensil catalog. 
te eek DApPpe* 
waveseetom WEST BEN D 
and Rinset g212—12 qt. Lippe 
* No. ; her in 
T $3°° eae ALUMINUM COMPANY 


Dept. 303 West Bend, Wisconsin 
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for their BUY 
strength, Re: A Renae BABCOCK 
lightness and SPRUCE LAD SPRUCE 
durability TRADE MARK LADDERS 













MEN RISK THEIR LIVES ON LADDERS f 

















LADDERS FOR EVERY PURPOSE 
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for our 


latest price sheet. 


W. W. BABCOCK CO. 
BATH N. Y. 
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The Original 


LOCK-TWIST 
NETTING 











And, still 
the Greatest Value 


U. S. Poultry Netting—the fabric with 
the original LOCK-TWIST Weave—has 
set the standard of value for more than 
a quarter century. Today, as in the 
past, it maintains its acknowledged 
leadership because of its superior de- 
sign, its smooth, uniform weave and its 
outstanding, all ‘round quality. 


U. S. STRAITLOK and U. S. HEXLOK 
Poultry Nettings are first choice of 
buyers everywhere because they roll 
out flat; cut easily and without waste; 
stretch perfectly; give longer, more 
economical service; yet, cost no more. 


U. S. STRAITLOK (the perfect straight-line 
netting) is made in one-inch mesh, No. 20 
gauge; and two-inch mesh, Nos. 19 and 20 
gauges; Galvanized Before or After Weaving; 
standard widths from 12 to 72 inches. U.S. 
HEXLOK (the perfect hexagon mesh netting) 
is available in all fast moving widths and weights, 
Galvanized Before or After Weaving. The one- 
inch mesh comes in Nos. 19 and 20 gauges; the 
two-inch mesh in Nos. 16, 19 and 20 gauges; 
the 134 inch mesh in No. 16 gauge. All wires 
are COPPER-BEARING Steel. 


Ask your jobber or write for further information 


about the U. S. Poultry Nettings with the 
original LOCK-TWIST Weave! 


INDIANA 





STCEL & WIRE CO. 
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from, at least for some time? Not 
from dealers because their stocks are 
more than complete. Then, as has hap- 
pened before, manufacturers will start 
cutting prices, to get whatever busi- 
ness there is around, and before we 
know it, we dealers will be left with 
abnormal stock, in a declining market, 
pushed for money to pay for our goods, 
lowering our prices to meet the com- 
petition of dealers who must have 
money and are dumping their goods 
to get some, and getting H--- from 
customers who think that we are rob- 
bing them with our advances in price. 
And I don’t think this picture is too 
gloomy. 

What is the solution to these prob- 
lems? There is none probably. How- 
ever, some changes might help. 

First, price advances should be made 
without any warning. Then, there 


would he price advances, not a bait 
to have dealers increase stock. 

Second, price advances should not 
be made unless absolutely necessary. 
It’s good business to have low prices, 
and get increased volume. I believe 
it is a truth of cost accounting that, up 
to a certain point, costs of manufac- 
ture decrease as production of the 
item increases. A striking example of 
this principle is the automobile. 

The auto industry made money, kept 
up production by bettering their prod- 
uct, cheapening the price and making 
the bargain prices of cars so attractive 
that their increased volume more than 
took care of their costs. That’s what 
manufacturers should do. 

I’m sure of one thing. The prob- 
lems I have brought up affect our 
whole industry. They cry out for a 
solution! 





A Free Sharpening Service 
For Hardware Dealers 


Behr-Manning Corp., Troy, N. Y., is 
sponsoring a free sharpening service to 
aid hardware dealers in building sales 
of oilstones and stone oil and cutlery 
and tools as well. A Crystolon giant 
combination oilstone is furnished for 
the counter, in a metal box, with an 
attractive display sign, inviting anyone 
in the store to sharpen his pocket knife. 
A window sign invites the interested 
public to come in and take advantage 
of the free sharpening service. 

To obtain this over-size oilstone, the 
dealer buys at his regular price, nine 
oilstones, seven bench stones, two 
round edge slips, and six cans of oil 
especially suitable for oilstone work and 
also adaptable to household uses. 

The bench stones range from seven 
to four inches in length and are of the 
“combination” type, one side coarse 
and the other fine, vitrified into one solid 
stone. The two slips are one each of 
the two fastest selling grits and shapes, 
says the company. 


All are of Norton’s “Crystolon” abra- 
sive and are oil-saturated during 
manufacture, which is said to reduce 
grooving and other wear and to prevent 
a too rapid absorption, so that future 
applications can be of slight volume. 

All the stones and signs are packed 
in a single carton and with them is a 


. prepaid postcard by which the dealer 


may request 25 copies of the booklet, 
“How to Sharpen”; 100 printed post- 
als to notify his list of customers of 
the service; newspaper mats for ad- 
vertising, and enrollment as a Service 
Store, to receive any future literature 
on sharpening, published by the com- 


pany. 
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10 Superior 
Features 


Buckeye “Real Solid” aluminum per- 

colators have these new, different and 

unusual features. 

1. Richer flavored coffee because water 
filters through all the coffee. 


2. New locking device on basket cover pre- 
vents grounds from getting into coffee. 


3. Stem and basket reinforced with extra 
washers. 


4. New locking device prevents lid from 
falling off when pouring. 


vt 


Thermoplax unburnable handle and 
welded spout make for long life. 


6. Graduation marks for coffee and water 
eliminate guesswork. 








7. New and attractive design. 


8. Gauge and manufacturer’s name stamped on bottom. 
Every percolator guaranteed. 


9. Attractive display stands for dealers. 


10. Extremely low prices with a good dealer profit. 


These new Buckeye “Real Solid” percolators are fast 
sellers. Ask the Buckeye man to quote or write the 


factory. 


THE BUCKEYE ALUMINUM CO. 


WOOSTER, 0. 


“Good Aluminum Utensils Sinee 1895°" 
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successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL ST. © PLYMOUTH OHIO 


ADD 


TO YOUR 
INCOME 


BY OFFERING A 

tanteed 
/AWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 












2922 First Ave., S. E. 





CUSTOMER SATISFACTION 
CERTAIN with REID-WAY 


America's Outstanding 


Rental Floor 
Sander 


Customers praise this sensa- 


tional floor sander because it is 
"fast, ersy to use, light enough 


to be carried conveniently and 
does superior werk. And Reid- 
Way is the only floor sander 
that works directly up to the 
quarter-round on EITHER 
SIDE of the machine. This 
eliminates practically all ag- 
gravating hand finishing. Per- 
fectly balanced sanding drum 
eliminates possibility of chatter 
marks. Thousands of satisfied 
customers prove that Reid-Way 
‘8” is the ideal rental floor 
sander. 


Always Ready For Use 


This superior sander is always ready for use. The exclu- 
sive Reid-Way feature of ONLY ONE MOVING PART 
makes it absolutely dependable and does away with mainte- 
nance costs. You never lose rental profits due to the fact 
that your sander is in the repair shop. For increased 
rental profits, choose Reid-Way “8”. . 

Finest Rer.tal Floor Sander.” 

Guaranteed for one year. 


The Reid-Way Corporation 


Cedar Rapids, lowa 
RAPE 2° SS SAMAR 5 PIER te 


. . “The World’s 
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@ Spring is clean-up season. Par- 
ticularly this spring, with more 
new building plus more seasonal 
repairing, the demand for pipe 
threading tools will be heavier 
than for years. 


Concentrate on “Greenfield” 
items — “Greenfield” Adjustable 
Stock and Die Sets are furnished 
in 16 different assortments to cut 
pipe from 44” to 2”. Plain 
or adjustable guide stocks—easy 
cutting dies — every set fully 
guaranteed. 


Other “Greenfield” Pipe Tools 
of equal high quality are pipe 
wrenches, pipe vises and cutters. 
Combine your orders and save 
freight. 

“Clean up” this spring with 
“Greenfield.” 


GREENFIELD TAP & DIE 
CORPORATION 


Greenfield, Mass. 
Detroit Plant: 2102 West Fort Street 
Warehouses in New York and Chicago 


In Canada: Greenfield Tap & Die Corporation 
ef Canada, Ltd., Galt, Ont. 


GREENFIELD 








Ultra Modern Display Aids Sales 


(Continued from page 51) 


on the selling point of price alone 
and they find themselves with a 
profitless volume. Mr. Barr feels 
that the ability to serve a re- 
stricted territory well is a far 
better basis to work on and in- 
sists upon a fair profit. By re- 
maining in his own territory he 
keeps his selling costs down and 
this, coupled with a large and 
complete line, well arranged, 
gives him and his men ample talk- 
ing points and advantages. The 
year’s results bear out the theory. 

The Reilly Bros. & Raub store 
is a very large hardware store 
from the point of floor space, it 
being 254 ft. 6 in. long (four 
stories and basement), 32 ft. 214 
in. wide in the front half and 50 
ft. wide at the rear. Plenty of 
space is available in the rear lane 
for loading. The floor slopes 
gradually from the rear down to 
the front and a person standing 
at the front door can get a good 
view of merchandise on the tables 
at the back of the store, an ad- 
vantage over the level floor plan 


which flattens out the view be- 
yond the first few tables. 

Reilly Bros. & Raub will hold 
an exhibit of their major lines of 
mill and factory supplies at their 
first industrial show, Thursday, 
Friday and Saturday, April 15, 16 
and 17 next. The entire second 
floor of the large store will be 
given over to the exhibition booths 
of about 35 manufacturers whose 
products are of such nature that 
working demonstrations can be 
given. The hours of this indus- 
trial show will be from 12 noon 
to 10 p.m. each day. The firm is 
arranging for wide publicity 
among officers, purchasing agents, 
superintendents, tool room men, 
foremen and shop men of all the 
industries in its territory. For the 
first two days, admittance will be 
by ticket only, but the last day 
will be open to the general public. 
Refreshments will be _ served. 
Manufacturers may obtain fur- 
ther information direct from 
Reilly Bros. & Raub, Lancaster, 
Pa. 





Kornely Uses Three-fold Displays 


(Continued from page 53) 


electrical refrigeration ever since 
it was first made available to the 
general public, and has long had 
the policy of carrying at least 
two full lines of electric refrig- 
erators, to enable offering a com- 
plete ranges of ‘sizes and prices. 
An electric refrigerator is often 
displayed in the appliance win- 
dow and several models are al- 
ways on display on the main floor 
just inside the door as well as 
the complete line in the basement 
appliance department. The main 
floor display is mounted on a 
platform, in front of a well illu- 
minated cotton crash background 
on which removable black felt 
lettering is used to indicate the 
name of the manufacturer and the 
price. The same type of display 
is used for ranges, washers, iron- 
ers and radios on the main floor. 


Displays For Ranges 
At least one stove or range is 
generally shown in one of the dis- 


play windows and both electric 
and gas models are shown on the 
main floor, on platforms along the 
walls and on a special linoleum 
covered aisle platform just in- 
side the door. Folks going down- 
stairs to the appliance department 
in the basement see a range on 
the linoleum covered landing so 
that no matter which way they 
look in the front half of the store 
—on either floor there is a range 
or stove in view. Kornely’s down- 
stairs appliance department has 
a display of at least four com- 
plete lines of ranges and stoves 
at all times, as part of its policy 
of having a size, model and price 
to suit all customers. Displays 
of ranges, in the window and in 
the store are made more interest- 
ing by the showing of appropri- 
ate cooking utensils on many of 
the models. 

To sell radio sets two consumer 
viewpoints must be considered— 
that of a man and that of a wo- 
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Water Runs Through Hose 

6 While Reeling or Unreeling 

d No dragging of hose . . . no soiled 

hands or clothes. Patented brass 

water-tight revolving joint; all 

s steel drum and frame; portable. Each in re- 

e shipping corrugated mailable box 24 lbs. Sam- 

' ple sent on approval to rated firms. 

. ABOUT OUR Selling paint is one thing, but mak- PRICES ON Open Stock $3.00 40 ¢,., $9.75 

a ing a good profit from it is another REAL REEL Each More 

: NEW matter. We'll show you how to make FLEX-NEK (right) mer ham vee 
: tubing on steel base; makes common nozzle the handies 

3 PAINT DEALER your paint department really pay. | sprinkler available. 6 in box with colored dis- | 





play card, 5 lbs. Sample sent on approval to 
rated firms. 


PRICES ON pox, $6.00 3 Doz. $5.00 ... 


FLEX-NEK or More 
TERMS—April ist dating; 2% 10 days, net 30 days. 
MANUFACTURERS Wy: «S°3nct ans 


A G E NTS facturers Agents. If you are looking for 


a real money maker this spring and 


Shae write us for full particulars. 


t 
iipbty'yoe. oraer'from  ANKER HOLTH MFG. CO. 


factory. DEPT. H. A., Port Huron, Mich. 
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THE WATSON- 
STANDARD CO. 


1 
of Paints, Industria 
" Protective Coatings. 











Manufacture 
Finishes an 
Factory and General Offices: 
PITTSBURGH, PA. 
Buffalo, Detroit 

















Warehouses: Boston, 





















CONVINCING PROOF THAT 
EXTRA PROFITS AWAIT 
ONLY YOUR ACTION ... 


$1557.67 in 13 Mos., St. Paul, Minn. 
$ 910.00 in 12 Mos., Kankakee, Ill. 

$ 400.00 in 6 Mos., Harrisburg, Pa. 
$ 360.60 in 4 Mos., Red Bank, N. J. 
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witary Sf" $ 210.33 in 4 Mos., Tampa, Fla. 
Tea ed $ 194.10 in 3 Mos., Bakersfield, Cal. 
This big Bronze Ball of The experience of thousands of dealers proves 
pot - and - pan - cleaning that this sensational Sander is THE GREATEST 
. * MERCHANDISER of FLOOR FINISHING MATE- 
effectiveness is the new- RIALS ever developed. Actual sales records 
est addition to the show that material sales equal or exceed rental 


Gottschalk line of metal eyes ; 
sponges. It has ‘‘what it ne EaTET ENCE RUN A SPEED-0-LITE 
takes”? to make sales. So eusy and simple is this FASTEST- 


* CUTTING, CLEANEST - OPERATING 
NEW Repeats pile up fast. . for sander. Light weight (weighs only 80 
present users wouldn’t Ibs.). Works right up to the quarter- 


BRONZE be without it.. and — a up = - and dust. 
new customers are lining a gatas aces Oana 


floor. Fully guaranteed for one 


s BA up daily, urged on by the year, including heavy-duty, burn- 

a t ‘ ~ ° out-proof motor. Ball - bearing 

14,000,000 coveragein lead equipped throughout. Make this 

IN CELLOPHANE BAG ing womens magazines. YOUR Biggest Profit year—feature 
the SPEED-O-LITE. NO DIRT 


























And don't forget the time-tried Metal Sponge, 5-DAYS FREE TRIAL NO DUST 
Kitchen Jewel, Hand-L-Mop and Dairy Sponge. MAIL COUPON TODAY NO MUSS ; 
7 H LINCOLN-SCHLUETER ; 
s FLOOR MACHINERY CO. ‘ 
oO SC a & H 212 W. Grand Ave., Chicago, Il. 32537 8 
‘ ph ys oe full details of your 5-day FREE Trial SPEED-O-LITE Offer. : 
METAL SPONGE § ” eperi nce cae eeipmedine nmin esep ook aaanlll : 
° ° ARR SEER REE PAIRS Farina yA eae ey UA yee eee ee pee 
METAL SPONGE SALES CORP., Philadelphia, Pa. ' city EDDC EME de nitmapeee geo SR RS ae hi Rare ; 
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STEEL 


of Every Kind ... for 
Every Purpose... in 


Stock ... Ready to Use 


@ All shapes, kinds and sizes 
of steel are carried in Ryerson 
stocks for Immediate Ship- 
ment... Unusual facilities for 
cutting, handling and ship- 
ping assure accuracy, de- 
pendability and speed. 


PRODUCTS INCLUDE: 


BARS ALLOY STEEL 
STRUCTURALS TOOL STEEL 
SHEETS STAINLESS 
PLATES TUBING 
SHAFTING WELDING ROD 


SCREW STOCK Nuts, Washers, Etc. 
Write for the Ryerson Stock List 
JOSEPH T. RYERSON & SON, INC., 
Chicago, Milwaukee, St.Louis, Cincinnati, 
Detroit, Cleveland, Philadelphia, Buffalo, 
Boston, Jersey City 








the brand 
Is very 
important! 








when ordering steel trap 
futures — insist upon 


BLAKE & LAMB 


the one nationally known 
brand sold to advantage 
thru the hardware trade. 


THE HAWKINS COMPANY 
South Britain, Conn. 
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man customer. A woman looks at 
a radio mainly with thought as 
to its lines and how the set, as a 
piece of furniture, will blend with 
other home furnishings. The man 
buying a radio set is chiefly in- 
terested in the set’s tone and its 
wave-length range. With these 
basically different interests to 
consider radio displays are en- 
hanced by the showing of lamps 
designed specifically for place- 
ment on top of a radio cabinet 
and all models are hooked up 
ready for immediate demonstra- 
tion. 

Although it is not always nec- 
essary to offer trade-ins on elec- 
trical and gas appliances many 
people in the market for a new 
radio set demand such an allow- 
ance when purchasing a new radio 
set. The expense of maintaining 
a radio installation and service 
man is eliminated by turning that 
part of the transaction over to 
another organization. A variety 
of radio tubes is stocked by the 
store to accommodate customers 
and to build store traffic. 


Attractive Basement 


The Kornely basement appli- 
ance display room is always well 
lighted. The walls are finished in 
gray with green trim, making the 
room attractive without detract- 
ing from the appliances dis- 
played, and the department is 
completely walled off from the 
storage space used in the base- 
ment for surplus stock and heavy 
merchandise. As on the main 
floor and in the display window, 





manufacturer’s display material is 
used to emphasize various talking 
points on appliances and radios 
on display. A variety of electric 
lamps is displayed at various 
points in the major appliance 
display room—adding to. the 
brightness of the room and sug- 
gesting additional sales. 

A sign over the staircase calls 
attention to the types of appli- 
ances displayed in the basement. 
To further emphasize the down- 
stairs store there is an electric 
sign near the doorway reading, 
**Stoves—Washers—Refrigerators 
—Ironers.” 

As many customers tend to go 
to the right when leaving the ap- 
pliance department, a last bid 
for extra sales is made with a 
built-up table display of electri- 
cal supplies, located off to one 
side of the doorway. Among the 
items shown on the table are 
lamps, wire, sockets, switches, 
convenience outlets, etc., with 
which is usually shown a talking 
card, typical of which was one 
reading, “Did you forget to take 
home extra fuses? Compare our 
electric goods for prices and qual- 
ity.” On either side of the door- 
way are other reminders in the 
form of a display stand of elec- 
tric lamps and a display of 
smaller electrical appliances. 

J. Kornely Hardware Co. has 
a staff of seven men and one 
woman on the floor. The main 
floor display room is 30 by 125 
feet, while the basement appli- 
ance display room is 30 by 75 
feet. 





The Odyssey of a Texas Boy 


(Continued from page 58) 


was the limit in that job, and he 
believed there would be more 
with Simmons if he could dig 
it out. 

Mr. Simmons hired him, and 
exactly a year later when Charlie 
was in a little town in Texas 
called Ladonia, he received the 
following letter from Mr. Sim- 
mons, in his own hand: 

Dear Reierson: 

A year ago, you came to work for us 
at a big sacrifice. I don’t want that 
condition to continue and I am send- 
ing you my personal check for enough 


to make it up, and a little bit more. 
You have earned it. 


The check was for $750.00. 
Reierson traveled for several 
months with the Simmons Hard- 
ware Company as a bicycle sales- 
man under John Matlack. Charlie 
was not satisfied. He wanted to 
get into the hardware selling 
game. He did not wish to be lim- 
ited to the opportunities of a 
special salesman. He asked the 
house to allow him, while he was 
selling sporting goods and bicycles 
to carry a hardware catalog. Af- 
ter some discussion Charlie was 
allowed to do this. He traveled 
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PUTS MONEY 
IN THE BANK 
— NOT “ON YOUR SHELVES” 


Many Year ’Round Uses Make “BLACK 
LEAF 40” a Constant Profit Maker! 


“Black Leaf 40” is paying regular dividends to thou- 
sands of retailers. The steady demand from January 
to December keeps it moving. “Black Leaf 40” 
with its many and varied year ’round uses assures a 
quick turnover and more profits. This means lower 
inventories and less capital invested in stock. 





“BLACK LEAF 40” CUSTOMER-INTEREST BRINGS 
STEADY DEPOSITORS TO YOUR CASH REGISTER 


Every gardener, farmer, livestock owner 
and poultryman is a potential “Black 
Leaf 40” customer. Advertised in nearly 
4000 leading newspapers, magazines and 
farm papers, its sales story is constantly 
kept before the consumer. Ask your job- 
ber or write direct for attractive display 
material to help you sell. 










(/MICOTINE SULPHATE 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED @ LOUISVILLE, KENTUCKY 














COPPER & BRASS 
Belt & Trunk 
Rivets & Burs 


Round, Flat, Counter- 
sunk Head Rivets 


Washers 
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@ The sensational news 
about Horton Kleen- 
Zoning is being carried 
to your prospects in one 
of the broadest advertis- 
ing campaigns ever put 
behind home laundry 
equipment. 

To cash in on this inter- 
est and demand identify your store definitely as Horton head- 
quarters in your community—use Horton sales promotion helps— 
and follow every lead to the limit! 

Horton has created the biggest news in the home laundry industry 
with Kleen-Zoning Washers and Beauty-Aid Ironers. Get in on 
the big push now and watch your saies and profits mount. Ask 
your Distributor, or write 


Horton Manufacturing Co. 303 Osage St., Fort Wayne, Ind. 


HORTON WASHERS—IRONERS Since 1871 


‘Arcade 

















- HAMMERS 


A NEWLY DESIGNED 
PATTERN IN 4 SIZES 


Shaped and waxed hardwood handles . . . cast iron 
heads finished in black with polished face, face edge 


and claw face. Perfectly balanced. All styles. 
packed one dozen to the box . . . one gross to the 
case. 


No. 9404B...18 ounce with 13 ounce head. 
No. 9403B...13'/2 ounce with 1012 ounce head. 
No. 9402B...10 ounce with 7 ounce head. 
No. 9418B...4 2/3 ounce with 3's ounce head. 


Order from your jobber 


ARCADE MFG. CO., 1201 SHAWNEE STREET, FREEPORT ILL. 
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Screen Door 
Hinge No. 
7-11 





7-11 
IS LUCKY 


OU merely pin on your screen 

doors—no pounding or hard 
work — when you use Champion 
Screen Door Hinge No. 7-11. This 
hinge is a decided improvement 
over the ordinary kind mainly be- 
cause of its loose pin. By simply 
inserting or withdrawing this pin, 
you can put up or take down the 
door without removing the screws. 


Screen Hardware a Specialty 


The CHAMPION 


HARDWARE COMPANY 
GENEVA, OHIO 
New York Office: 51 Murray St. 











NEW:-FREE -- 


Ci 
// / hue aN 2 Me 


Hee “A 
BOOK! | 





@Write today for this sensational book! It’s full 
of modern color treatments for every room in the 
home— magazine type illustrations that make it 
easy to select attractive color arrangements— 
even tothe floor coverings and furnishings. Many 
exterior suggestions, too. This is just one of the 
many merchandising features furnished O’ Brien 
dealers —one of the reasons so many dealers are 
switching to the O’Brien line of quality finishes. 

Write today for complete details 

of our exclusive franchise plan. 


O’BRIEN VARNISH CO. 
South Bend, Indiana . . . Since 1875 


O'BRIEN * PAINTS 


America’s Finest Finishes 
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as a helper to the veteran sales- 
man, H. M. Finch, and celebrated 
his arrival with Mr. Finch by sell- 
ing Fred Petmecky of Austin 100 
bicycles as his first order in the 
new job. One day Finch and 
Reierson visited Charlie’s old 
town of Nuevo Laredo together. 
Charlie knew a Mexican firm in 
this place who sold a great many 
boys’ iron wagons. Finch let him 
tackle this firm and Charlie came 
back with an order for a straight 
carload of these wagons. This 
order opened Finch’s eyes. He 
had never been out to see this 
firm and insisted on going to the 
bank and looking up their credit, 
which the bank reported as O.K. 

Reierson and Finch traveled to- 
gether on many trips, and Reier- 
son bore tribute to his splendid 
character and all the time and 
trouble he took in training him. 
It was while traveling with Finch 
that Reierson received a telegram 
to go to Shreveport, Louisiana, 
and get an important letter that 
would arrive there. This letter 
informed him that he had been 
given a regular hardware terri- 
tory with Shreveport as head- 
quarters. At last his ambition 
was realized. He was a regular 
hardware salesman with a regular 
route of his own. By this time a 
most important event had hap- 
pened in young Reierson’s life. 
He married Miss Florence Thomp- 
son at San Antonio, Texas, and 
this union was blessed by a 
daughter, now Mrs. Stanley Cox 
of Montana. 

Space prevents my telling all 
the interesting stories Reierson 
told me of the old days, but I 
must tell this. I asked him to tell 
me about the hardest sale he ever 
made, and here is his story. You 
know, it is a standing joke among 
salesman that the hardest man to 
sell is an ex-traveling salesman. 
They always know it all. They 
are never easy. The hardest stock 
Charlie ever sold was to three 
ex-hardware salesmen, who had 
formed a partnership and decided 
to buy an opening stock of hard- 
ware for Nashville, Tenn. He 
sold the bill, but he said it was 
the hardest job he ever tackled in 
his life. 

Reierson’s reputation by this 
time had traveled into the East. 





He was known and discussed in 
the councils of a great corpora- 
tion on Broadway in the city of 
New York. A sales manager for 
the Remington Arms Company 
was desired, and Reierson got the 
job. He became their western 
sales manager, with headquarters 
in St. Louis. In 1914 he was ap- 
pointed general sales manager, 
with headquarters in New York, 
in 1915 he became assistant to 
the vice-president and _ general 
manager in New York. In 1916 
he was elected vice-president. 

In January, 1920, when the 
company was faced with the enor- 
mous task of war readjustment, 
he was elected president. He re- 
signed in November, 1926, and 
was therefore just completing his 
seventh year as president. The 
period through which he served 
in that capacity was probably the 
period of greatest concern that 
ever faced American industry. No 
such times had ever before ex- 
isted, and they were without the 
guideposts of precedent to point 
out the way. Huge debts had to 
be paid. Huge plants had to be 
filled up and put to work. The 
business had to be entirely re- 
organized and put back upon a 
peacetime basis. The normal or 
peacetime working force of the 
Remington Arms Company was 
something less than 4000 em- 
ployees, and on the day preced- 
ing the armistice they had on 
their payroll a total of 37,321 
employees, so you can imagine 
what a job this reorganization 
was. 

While interviewing Mr. Reier- 
son to get the foregoing facts 
(this was just after he resigned 
as President of the Remington 
Arms Company in 1926) I asked 
him to give me in his own lan- 
guage his impressions of the 
strenuous years through which he 
had passed, and here I give you 
some of them. 

“In looking backwards through 
the years of a very busy and 
greatly varied experience, it is 
impressed upon me that the gen- 
eral essentials of business are 
about alike—no matter what the 
line, the fundamentals are the 
same. Confidence is essential to 
permanent and satisfactory rela- 
tionship. It cannot be secured 
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‘MACHINE 
SCREWS 


Uniformly made to recognized 
standards. Accurate threads. Clean 
broached slots of proper width and 

depth. 















In addition Corbin manufactures a full 
line of Wood and Lag Screws. Ma- 
chine Screw Nuts. Cap and Set 
Screws. Stove Bolts. Semi-finished 
Nuts. Chain and Escutcheon Pins. 









SPECIFY CORBIN 
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THE COR PORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN 
Warehouses: New York : Chicago : Philadelphia 

















IN 

GREATER 
DEMAND 
THAN EVER! 








BAKER BRUSH CO - INC ®@ 87 GRAND STREET - NEW YORK 


MARCH 25, 1937 
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We With QUALITY ”° 
And a 60% MARK-UP 


Ohlen-Bishop Saws of SPECIAL 
ANALYSIS STEEL are better for your customers to 
buy—and more profitable for you to sell, Their fine- 
tool construction and unbeatable value strike home to 
every tool user. Display them NOW and you'll sell more 
saws this spring! 
Ohlen-Bishop No. B-8-S 
“Carpenter Saw 









aan ane 


Blade of SPECIAL ANALYSIS STEEL, thin back, nar- 
row lightweight pattern, full taper ground. Teeth bevel 
filed. Handle of highly polished applewood, lacquer 
weatherproofed. RETAIL PRICE EACH (26”), $3.25; 
YOUR COST dozen, $24.30; YOUR MARGIN, $14.70; 
YOUR MARK-UP 60%. 





Hand Saws, Pruning Saws, Crosscut Saws, Craftsmen's Saws in 
every practical design and in all popular price ranges. 


FREE 4-Color Displays 


The OHLEN-BISHOP COMPANY 
Columbus, Ohio, U.S.A. 













MR. DEALER: 


t that you can safely recommend any roofing—IF its 
t is, its outer protective coating) is composed of 


Never fo 

surface (t 
STA-SO; a surfacing material of hard, crushed, everlasting 
Vermont slate widely used by leading manufacturers to com- 


pletely seal and gear protect their make of roofing 
against age, weather, sun and fire. ST A-SO is non- fading; 
non-porous; wear-defying. STA-SO, as you see it on roof- 


h b 
NO ROOFING Is BETTER THAN 8; Shows no brand name 


or label. Always make sure 
ITS SURFACE that any roofing you carry, 


or order, has this complete 
protection of STA-SO sur- 
facing. Write for the facts. 


CENTRAL COMMERCIAL CO. 


vl oy CHICAGO 


YOu CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


+ STA-SO:%2 



















SURFACING 
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Patented 
Counterbore 





—— Patented 
clogging Countersink 


Profitable Selling 
Electric Drill Tools 
For Boat Builders and 
Men With Home Work Shops 


Our Counterbores and Countersinks are for 
use in Boat Building, Cabinet Making and 

any work which requires the use of a Bung 
over the fastening. Both tools drill for 
the Screw and for Screw Head at the same 
time. Counterbore—Sizes: 34”, 7/16”, 44”, 
59”, %”. Countersink—Sizes: 4", %”. 
Our Plug Cutter makes Wood Plugs or 
Dowels any length up to 2”. Plug Cutter 
Sizes—%%”, 44”. 

Send for Catalogues and Prices. 


Weed. zane 
The Connecticut Valley Mfg. Co. 


Centerbrook, Conn., U.S.A. 
Established 1874 











Quick Sales Fast 
Turnover 







Two 
that are naturals for 
the hardware trade—low 


sp! 
investigation. 


The scroll saw set comes complete with a dozen extra blades 
= _om sawing designs packed in an attractive dis- 
D 


The No. a, Sawing Set—the set that has 1000 uses in 

the Hom » Enon, School, or Mechanic’s lab. a of 

No. 20 Sta rd Frame ond 6 selected blades to cut wood, 

metal or a, will do the job wherever sawing is re- 

quired. Dealers displaying this set are selling in one 
more than they 


month 

sold before in a year. 
ACKERMANN 

STEFFAN & CO. 


4509 Palmer St. 
Chicago, U. S. A. 


Branch Offices— 
200 Chureh St., N. Y. 
604 — L 
407 Meait! “st. 
Montreal. 
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without being earned, and when 
earned it must be jealously main- 
tained. Integrity is the keystone 
which supports the arch of confi- 
dence—integrity not only in busi- 
ness methods empioyed but in the 
quality of the product. I have 
often thought of the old Persian 
legend in which a manufacturer 
of those days—of rugs, perhaps 
—claimed for his product an ele- 
ment which did not enter into 
that of his competitor. He re- 
ferred to it mysteriously as ‘The 
Priceless Ingredient.’ Pressed for 
a definition he explained, ‘The 
integrity of the maker.’ Quality 
has always been a hobby with 
me. 

“IT have also believed that it is 
just as necessary to have the con- 
fidence of one’s own employees 
as of one’s customers; otherwise 
the organization will not run 
smoothly and harmoniously. It 
has always been my good fortune 
to get along splendidly with my 
associates whether superior or 
subordinate to me, and I believe 
it has been due to the fact that 
I have always been frank and 
fair with them. Through fair 
treatment of men I have always 
been able to hold the men I 
wanted to hold and get men from 
other organizations if I wanted 
them. According to the theory 
that we get out of life just about 
what we put into it, why not pro- 


ceed along lines that will create 
good feeling, confidence, respect, 
esteem and friendship in the 
minds of those with whom we 
come in contact, thereby reaping 
the same harvest.” 

Here ends the story of the blue- 
eyed, barefooted boy who met the 
trains in Texas—a boy who, step 
by step, by hard work, dependa- 
bility, faithfulness, good judg- 
ment and self-sacrifice, rose in 
the brief space of sixteen years, 
to be President of one of the 
greatest corporations in the world; 
a man who sat at his desk in New 
York and with a nod, accepted 
contracts that involved the outlay 
of millions and millions of dol- 
lars. 

Stop and think of the contrast, 
within the short period of 25 
years, of a youth struggling to 
keep body and soul together on 
wages of $3 per week, and the 
president of a corporation daily 
signing checks than ran into mil- 
lions of dollars, with an army of 
37,000 employees subject to his 
comin 

This story speaks for itself, No 
man could have achieved what 
was accomplished by Charles 
Reierson without a foundation of 
sterling character. He stood out, 
as the highest type of American 
business man, doing his work at 
one of the most strenuous times 
in all of American history. 





Coming Conventions and Events 


Associated Pot and Kettle Clubs An- 
nual Convention, Hotel Gearhart, Gear- 
hart, Ore., June 25 to 27 inclusive, 
1937. J. M. Robertson, secretary-trea- 
surer, 4725 District Blvd., Los An- 
geles, Cal. 

The Retail Hardware Association of 
Alabama annual convention and ex- 
hibit, Tutwiler Hotel, 1+ ie m4 
Ala., May 4 to 6 inclusive, 1937. J. H. 
Crowe, secretary, 410 N. 2ist St., 
Birmingham, Ala. 

The Hardware Association of the 
Carolinas, 33rd annual convention, 
Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 inclu- 
— 1937. Arthur R. Craig, secretary, 

803 Commercial Trust Bldg., Char- 
lotte, N. C. 

Eastern Hardware Golf Association’s 
Third Annual Tournament, Buckwood 
Inn, Shawnee-on-the-Delaware, Pa., 
May 20 to 22 inclusive, 1937. H. L. 
Gillian, secretary, care Wood Shovel 
& Tool Co., 50 Church St., New York 
City. 

The Louisiana Retail Hardware & 
Implement Association convention, 
Alexandria, La., May 17 and 18, 1937. 
Headquarters hotel to be announced 
at a later date. A. H. Aucoin, execu- 
tive secretary, 336 S. Rampart St., New 
Orleans, La. 

The National Association of Sheet 
Metal Distributors 26th annual meet- 


ing, Hotel Cleveland, Cleveland, Ohio, 
May 5 and 6, 1937. George A. Fern- 
ley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 

National Retail Hardware Associa- 
tion’s 38th annual congress, Biltmore 
Hotel, Los Angeles, Cal., July 12 to 15 
inclusive, 1937. H. P. Sheets, manag- 
ing-director; 130 East Washington 
Bldg., Indianapolis, Ind. 

Southern Hardware Jobbers’ Asso- 
ciation, 47th annual convention, jointly 
held with American Hardware Manu- 
facturers’ Association, 74th semi-an- 
nual convention, Hotel Roosevelt. New 
Orleans, La., April 19 to 22, inclusive 
1937. Secretary Manufacturers’ Assn. : 
Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary Jobbers’ 
Assn.: T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga. 

Triple convention of the Southern 
Supply and Machinery Distributors’ 
Assn., the American Supply and Ma- 
chinery Manufacturers’ Assn., and the 
National Supply and Machinery Dis- 
tributors’ Assn., New Peabody Hotel, 
Memphis, Tenn., May 10 to 13 inclu- 
sive, 1937. Secretary, National Asso- 
ciation: H. R. Rinehart, 505 Arch St., 
Philadelphia, Pa. Secretary, Ameri- 
can Association: R. Kennedy Hanson, 
916 Clark St., Pittsburgh, Pa. Secre- 
tary, Southern Association: Alvin 
Smith, c/o Smith-Courtney Co., Rich- 
mond, Va. 
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728 No. 7th Street 
MILWAUKEE, WIS. 





DEALERS— 

STOCK UP ON THIS FAST SELLING ITEM 
“Garden Club” SHRUBBERY PROTECTORS will protect 
plants and shrubs from the dog nuisance. This item will 
give satisfaction to your customers and make a 


good profit for you. 


Our patented SHRUBBERY PROTECTOR has 
been thoroughly tested and approved by leading 
nurserymen. Packed 1 dozen per carton. At- 
tractive display card. Write for particulars— 





Made only by 





THE E. W. CARPENTER MFG. CO. —— 
Bridgeport, Conn. the iokee 











CHICAGO ,®@ PADLOCKS = 


They SELL themselves. 


DOUBLE LOCKING PROVIDES DOUBLE 


PADLOCK |} || SAFETY 


Seas: a SIDE. — eeeE SLIDING BOLT LOCKS 
SHACKLE ON THIS SIDE. ee 















_ 
ACE 7 pin tumbler with 
Safest padlock ever ROUND keyhole (see 
built. Case is one piece — \ f cave “ieee left) or 
in ; A ; e Bitted 11 tumbler 
casting without seams or Faas CO | ° y lock (see Keys lower 
rivets. Hardened shackle ‘ S AZ : < right). We also make ye ; 
locks at deth ends; un- ¥ single os double bitted CHICAGO 
g . oc. of many other types CC 
like ordinary padlocks / aoe in for every need. a on rf 
in which only one end of : Cw ~~ aaa \ Write for Catalog today. | Ela ae 
the shackle is engaged. A i | 
pores atin 2 quality | B .... N CHICAGO LOCK CO. Eiustention shows smallest 
oe actual size. 2024 Racine Ave. Chicago, Ill. {i7e. Also, made in, larger 


bronze finish. 








Recommend a Leader 
CORTLAND 


GRAY-WICK 


WIRE CLOTH 


This tough time-tested Open Hearth 

Copper Bearing dull galvanized and 

enamel coated wire cloth is your double 

protection: 1, customer satisfaction; 

2, more sales. 

WIRE - WIRE CLOTH - POULTRY NETTING 
HARDWARE CLOTH : WIRE NAILS 


WICKWIRE BROTHERS 


CORTLAN D::N EW YO RMu:-: U. 


100% PROFIT And a 


Five Time Turn Over 


JIFFY 


Screen Painter and Duster 


The genuine JIFFY that sells on sight for 25¢. Every 
home owner and painter a customer. Dusts wire and 
paints screens better — faster —smoother—than any 
brush. Gets into corners without marking frame. At- 
tractive counter display makes sales for you. Season is 
now on. Order direct. 1 dozen in display carton only 
$1.50 and postage. On 3 dozen order we prepay. 


A. B. CARLSON CO., AURORA, ILL. 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. 


The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Clifton Forge, Va.: Who makes 
an electric pencil for marking metal 
such as tools?—Sydenstricker Hard- 
ware Co. 

ANSWER: Ideal Commutator 
Dresser Co., Sycamore, IIl. 


* + 


Winnipeg, Canada: Kindly inform 
us who manufacturers bicycle boats. 
This is an apparatus on pontoons, 
propelled by a bicycle for use in 
water?—Harry F. Moulden & Son. 

ANSWER: Lobdell-Emery Mfg. 
Co., Alma, Mich. Brinsmere Boat 
& Cycle Co., Milwaukee, Wis. Surf 
Cycle Corp., Miami, Fla. 


* * 


Adairville, Ky.: Who makes the 
Troemner even weight scale?— 
Mason’s Hardware Store. 

ANSWER: Henry Troemner, 911 
Arch Street, Philadelphia, Pa. 


ee 2 9 


Hopewell, Va.: Furnish address 
of James L. Robertson, manufac- 
turer of steam indicators?—W. L. 
Broaddus, Inc. 

ANSWER: 116 Broad Street, 
New York, N. Y. 


* * 


Reno, Nev.: Who makes the Har- 
ris_built-tenoner? — Commercial 
Hardware Co. 

ANSWER: Millbury Machine Co., 
Millbury, Mass. 


-_— oS oe 


Washington, D. C.: Provide name 
and address of the manufacturer of 
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Auto-Force ventilators?-—York Cor- 
rugating Co. 

ANSWER: Autoforce Ventilating 
System, 53 Devonshire Street, Bos- 
ton, Mass. B. F. Sturtevant Co. 
(Hyde Park), Boston, Mass. 


* + 


East Orange, N. J.: Furnish ad- 
dress of the Ideal Furnace Co.?— 
Apartment House Supply Co. 

ANSWER: 2995 E. Grand Blvd., 
Detroit, Mich. 


+ + 


Elizabeth City, N. C.: Please fur- 
nish name and address of the manu- 
facturer of Oxford brass polish?— 
Garrett Hardware Co. 

ANSWER: Crowell Chemical Co., 
East Rutherford, N. J. 


‘ 
@ @ 4@ 


Alva, Okla.: Where can we ob- 
tain Lustrwax?—Kavanaugh & Shea. 

ANSWER: Lustrwax-Best Prod- 
ucts Co., 1812 Main Street, Kansas 
City, Mo. 


= @ F 


Brawiey, Cal.: Provide name and 
address of the manufacturer of 
Audley pistol holsters?—Imperial 
Valley Hardware Co. 

ANSWER: H. & D. Folsom Arms 
Co., 314 Bway., New York, N. Y. 


* * # 


Cresco, Pa.: Furnish address of 
Odora Co., Inc., of New York, 
manufacturers of Odoromatic 
Clothes Closets?—Seguine Depart- 
ment Store. 

ANSWER: 547 W. 27th Street, 
New York, N. Y. 


Montclair, N. J.: Furnish address 
of the Eastern Diamond Point Push 
Hoe Co.?—Moore’s Hardware Store. 

ANSWER: 2121 4th Street, Can- 
ton, Ohio. 

* * * 


Lake Forest, Ill.: Who makes a 
lacquer with the trade name Fuller- 
Lac?—O’neill Hardware Co. 

ANSWER: W. P. Fuller & Co., 
Mission & Beale Streets, San Fran- 
cisco, Cal. 

* * * 


Bennington, Vt.: Who makes a 
brand of white enamel ware with a 
blue trade mark and the word 
Sweden on each piece?—The Ad- 
ams Hardware Co. 

ANSWER: Imported from Sweden 
by Markt & Hammacher Co., 194 
West Street, New York, N. Y. 


= oe © 


New York City: Who manufac- 
tures a new type of door chain 
to which an alarm bell is set to 
ring whenever the chain is tam- 
pered with?—Sickels-Loder, Inc. 

ANSWER: Cheshill Mfg. Co., 501 
7th Ave., New York, N. Y. 


* + 


Kingston, N. Y.: Who manufac- 
tures a small pump with ¥% or 4 in. 
pipe capacity for pumping out 
water over and over again from a 
tank for a sporting goods display? 
—L. S. Winne & Co. 

ANSWER: M. L. Oberdorfer 
Brass Co., 149 Church Street, New 
York, N. Y. 
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The Best 


Sprinkler 


at 50e 


Green enamel base, red 
turbine head—covers 4 
to 30-ft. circle. No 
wear! Write or wire for 
samples. 


PREMAX SALES DIVISION 
Chisholm-Ryder Company, Inc. 
3301 Highland Ave. Niagara Falls, N. Y. 























uniess Your Trade 
1s Different --- 


i i t Meat 
You will find that this SS a 
Vv 
nan a hor for their * bast 
ae a practical gift gl ape 
will ‘find it profitable enoug 
> * 
th featuring: 
= @ Your jobber Can Supply You 


meTWwooD MANUFACTURING co. 


Rockford, Ilinois 




















Stock and Profit with 


“G &B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 


“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 


COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 
Betablished 1818. America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New Yerk City Georgetown, = a A Istand, II. Kansas City, Me. 
ranciseo 


WIRE 
Goops 


Gé 


QUALITY 


Provucrs 














CLEAVERS 


COMPLETE LINE of Solid 
Steel Meat Cleavers for Hotel, 
Restaurant, Butcher or 
Kitchen ... to retail from 
50¢ up. Acme, Wm. Beatty, 
and Stan-More Brands, forged 
or stamped. 


HIGH QUALITY Ice Picks in 
many smooth shapes and 
modern colors with strong 
tempered steel blades, for 
either household or heavy 
duty use. Priced to retail 
5¢-10¢. 





ASK YOUR JOBBER 
or WRITE US TODAY! 






a 


CHAS. D. BRIDDELL, Inc. —criseia, Maryland, U. S. A. 
BRIDDELL GUARANTEED QUALITY 


SEAL-KRAFT and SEAL-PAKT 
ROSE BUSHES 
SHRUBS, PERENNIALS, ETC. 


Bring added Customers to your 
Spring Sale 
SEAL-KRAFT and SEAL-PAKT 
Processed Plants are clean, need no 
watering and are easy to handle. 


Write for information on a new and com- 
plete Nursery Service 


C. E. WILSON & CO., INC. 


Manchester, Conn. 




















Women Say: “No More B. P.” with 
BEAN-X tstnncen" 


*“B.P.”. means Bean Problem — and 
that’s what every housewife has— 
until she discovers the clean, easy ac- 
tion of this remarkable 3-in-1 kitchen 
device. BEAN-X stems, strings and 
slices beans—all at the same time! 
Makes beans cook faster, look better, 
by A better. In demand everywhere, 
a 





Write your jobber or direct 


to us regarding BEAN-X * 
and other famous ‘“‘Easy- = 

Aid” Quality Kitchen + a 

Tools. 


G. N. COUGHLAN CO. QUALITY KITCHEN TOOLS 


Mfrs. Orange, N. J. 























DESIGNERS «cid MANUFACTURERS of BUILDERS HARDWARE 
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PORCELAIN ENAMEL 
INSTITUTE, inc 


612 NORTH MICHIGAN 
AVENUE tee OF = 0 OFC CIO) 











Please send me, abso- 
lutely free, a copy of 
your new, easy-read- 
ing, profusely  illus- 
trated sales manual 
on Porcelain Enamel. 


Name 





Firm 





Address 
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CLASSIFIED OPPORTUNITIES SECTION 








at special rate of one cent a word, mini. 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words. heer 


Each additional word............ 

All Capitals, Maximum of 50 words. aoe 
Each additional word...........+:. 06 
Allow Seven Words for Keyed Address 

Boxed Display Rates 
Coecccccccccecccceccoecoes $5.00 
Bock additional inch.......... ee 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


¢ CLASSIFIED ADVERTISING RATES 


Positions Wanted Advertisements | 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
mot apply on Positions Wanted Advertise- 
ments 


os + oe 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
_~e=— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_—~eo— 
Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


SALES ACCOUNTS WANTED 





WONDERFUL OPPORTUNITY FOR LIVE 
HARDWARE MAN to buy growing business with 
increasing clientele in good section New York 
City. Reasonably priced. Address Box C-485, 
— of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 

MERCHANDISE WANTED-—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Enstein, 815 Central St., Kansas City, Mo. 

WANTED TO BUY OLD TOY TRAINS, 
trollies, catalogs and equipment. Cash paid. Send 
details and price. Look over your stock now! 
Any makes but must be five years old or more, 
Any types and size. Write in now! Address— 
Louis H. Hertz, Dept. HA, 640 Riverside Drive, 
New York City. 

CASH FOR MERCHANDISE—CASH FOR 
tools, sporting goods, electric appliances, and 
what have you, in large or small quantities, new, 
used, shop worn, closeouts or manufacturers’ 
samples. We also want catalogues from manu- 
facturers selling direct. Address—F. Libby, 516 
East Broadway, Glendale, California. 

STORE FOR SALE—STORE BUILDING 
50 x 90, two floors and basement, warehouse, 
etc., in Eastern Wisconsin, carrying line of gen- 
eral merchandise including hardware; village popu- 
lation 1000 in one of the richest dairying and 
farming sections of the State, a going and Pros- 
perous business for 35 years. Owners retirin 
Clean stock, inyentories $20,000; offering for cae 
buildings and fixtures with or without stock, a 
wonderful business opportunity, a buy as seldom 
found. For full details write—Box C-484, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 

















WANTED 


SALES REPRESENTATIVES 








ESTABLISHED MANUFACTURER OF 
FAST SELLING items has several territories 
open for active salesman. See our advertisement 
this issue. Address—Nott Mfg. Company, 275 
Water Street, N. Y. City. 


CONNECTICUT MANUFACTURER HAS 
TWO FINE items for salesman handling power 
or woodworking tools. They are quality tools that 
make natural side line. Wide territory open. 
Address Box C-488, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


SALESMEN: INTIMATE FOLLOWING 
WHOLESALE HARDWARE, automotive, elec- 
trical factory and mill jobbers. Patented screw- 
holding screw drivers. Defy competition! Good 
commissions, big repeats, exclusive territories. 
Over 100.000 sold industrial users. Give full 
details, treated strictest confidence. Mfg’r, 617-B 
Winthrop Ridg., Boston, Mass. 

SALFSMEN—TO REPRESENT OLD ES 
TABI TSHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have experience selling 
hardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory covered and how often. Address Box 
C-388, care of Harpwarp Ace, 239 W. 39th St., 
N. Y. City. 
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Sales Representatives 
Wanted 


The Masback Hardware Company of 
New York City, who sell exclusively to 
retail hardware dealers, are about to 
launch an extensive sales campaign in 
Pennsylvania and Southern New Jersey. 
We seek the services of salesmen who 
are now selling for hardware jobbers 
in this section. A most lucrative and 
effective proposition will be offered to 
men of high caliber. Write fully giving 
name of previous employers, territories 
covered and experience. All applications 
will be treated in strict confidence. In- 
terviews will be held in Philadelphia. 














Address Vice-President, 330 Hudson 
Street, New York. 
MANUFACTURER'S REPRESENTATIVE 


DESIRED TO SELL nationally known line of 
builders’ hardware on commission basis. Must be 
well established with the trade. State lines han- 
died and territory covered. Address Box C-493, 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 

SALESMEN FOR COMPLETE AND COM- 
PREHENSIVE line of brushes, mops, chamois 
and sponges. Excellent opportunity as firm will 
give complete cooperation. Protection on repeat 
business. Territories open in Eastern States. 
Side line or full time. State full particulars, 
territory covered, etc. Address Box C-490, care 
of Harpware AcE, 239 W/ 39th St., N. Y. City. 


WANTED—HARDWARE JOBBER’S SALES- 
MAN. Experience and car necessary; home 
nights; territory Rhode Island, Eastern Mass., 
Eastern Conn. Drawing account and commissions. 
In answering give some details and if advisable 
will arrange for interview. Address Box C-492, 
_— of Harpware AcE, 239 W. 39th St., N. Y. 

ity 

LARGE NEW YORK WHOLESALE HARD- 
WARE, housefurnishing, electrical house require 
services of experienced men. Wide New Jersey ter- 
ritory open. Must be Jersey residents. Also open- 
ing in Westchester and Connecticut. Only those 
with following apply. State with whom employed 
past five years, confidential. Commission. Ad- 
dress Box C-494, care of Harpware AcE, 239 
W. 39th St., N. Y. City. 


MANUFACTURERS’ REPRESENTATIVES 
TO SELL HIGH quality line of builders’ hard- 
ware (locksets). Territories open—Albany, N. Y., 
St. Louis, Mo., Chicago, Ill., Milwaukee, Wisc. 
Must be well acquainted with builders’ hardware 
trade. This will make a valuable side line for 
the right representative. Address Box C-487, 
on of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 

ESTABLISHED MANUFACTURER WANTS 
REPRESENTATIVES NOW calling on builders’ 
hardware trade, gag companies, or sash and 
door manufacturers. high | ers yet moder- 
ately priced line of wht. proof casement window 
and transom adjusters. Protected territory. Lib- 
eral commissions. Advise territory covered. Ad- 
dress Box C-489, care of Harpware Acez, 239 W. 
39th St., N. Y. City. 

















LINES WANTED 

As successful, established manufacturers’ agents, we 
want one or two additional products. Now contact 
jobbers, department stores, syndicates “and other sales 

outlets over entire country east of Rockies. Write 
giving details, to either address: 

THE HOUSE OF CRANE 

Indianapolis, indiana—New York Office: 500 Sth Ave. 














MANUFACTURERS’ AGENT, WELL 
KNOWN IN eastern territory, seeks two or three 
non-competing lines. Has following among both 
wholesale and retail trade and can furnish any 
required references as to character, ability, etc. 
Address Box C-468, care of Harpware AGE, 

W. 39th St., N. Y. City. 





MANUFACTURERS’ REPRESENTATIVE 
WITH EIGHT YEARS’ experience, living in Cin- 
cinnati, Ohio, and calling regularly on the jobbers, 
semi-jobbers and major hardware dealers in Ohio, 
W. Va. and Kentucky, desires an additional line 
of a reputable manufacturer. Best of references. 
Correspondence invited. Address Box Mg ~ care 
of Harpware AGE, 239 W. 39th St., Y. City. 





MANUFACTURER’S REPRESENTATIVE 
CALLING ON JOBBING, hardware, electrical 
and department stores on the Pacific Coast, can 
handle additional line. Must be one on which 
substantial repeat business can be built. Ware- 
house facilities available if desired by the manu- 
facturer. Salary or commission. Address— 
Henry P. Leonard Company, Berkeley, California. 


POSITIONS WANTED 


WANTED—POSITION BY HARDWARE 
MAN. Can buy, sell, merchandise, wholesale or 
retail; Massachusetts or New Hampshire pre- 
ferred. Address Box C-495, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 














HARDWARE SALESMAN WITH LARGE 
FOLLOWING in New York Metropolitan area 
seeks to represent hardware wholesaler or manu- 
facturer. Good references. Address Box C-482, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





YOUNG MAN, MARRIED, 8 YEARS’ EX- 
PERIENCE in retail hardware and housefurnish- 
ings, desires permanent position with retail organ- 
ization. Can furnish highest references. Ad- 
dress Box C-496, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





HAVE SEVERED MY CONNECTIONS 
WITH one of largest purchasing companies and 
am open for proposition as buyer or manufacturer’s 
representative. Fifteen years’ experience buying 
hardware and kindred products. Can furnish best 
of references. Address—William C. Feil, 7023% 
Sheridan Road, Chicago, III. 


HARDWARE AGE 
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MANUFACTURERS’ SALES PROBLEMS— 
ANALYSIS — SURVEYS — distribution — mar- 
keting. Experienced. Also knowledge of build- 
ers’ general and specialty lines, having traveled 
most of the United States. Would accept for time 
of part or entire problem. Address Box C-475, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





MANUFACTURER—ARE YOU IN- 
TERESTED in securing the exclusive services of 
a salesman who is exceptionally well known to the 
Metropolitan Hardware Trade, both jobbing and 
retail? At present employed but desires to change 
and can guarantee results. ly legitimate lines 
considered. Address Box C-467, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





HARDWARE SALESMAN, AGE 32, MAR- 
RIED, _15 years of retail hardware experience, 
good window trimmer, manager and buyer; ex- 
pert locksmith, seeks position as clerk or manager 
of large retail hardware store in New York Met- 
ropolitan area. Excellent references. Address 
Box C-483, care of Harpware AcE, 239 W. 39th 
St.. N. Y. City. 





SALESMAN, WELL ESTABLISHED WITH 
THE hardware, automotive and mill supply trade 
of New England, .would like to secure employment. 
Free to travel; eight years with nationally known 
manufacturer. A producer of volume, with initia- 
tive and first-class references. Age—just past 
forty. Address Box C-441, care of HarpwaRE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, THOROUGHLY EXPERI- 
ENCED IN SELLING the hardware and house- 
furnishing trade in Metropolitan area, including 
Westchester and New Jersey, wishes to represent 
manufacturer in this territory. Have a large fol- 
lowing. Capable and convincing talker. Can put 
your merchandise over if it has merit. Address 
Box C-469, care of Harpware AcE, 239 W. 39th 
St., N. Y. City. 





EXPERIENCED MAN IN HARDWARE, 
HOUSEFURNISHINGS, toys, sporting goods, 
paints, etc., plumbing, electrical and mill supplies, 
window trimming, show card and sign work, store 
display and departmentizing, can manage sales 
force, or department manager. Wish to locate 
with a good live firm where 21 years of real hard- 
ware experience will be appreciated. Middle West 
preferred. Address Box C-463, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the hard- 
ware industries. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 











HOUSEFURNISHING AN-D HARDWARE 
MAN, age 29 years, single, with twelve years’ 
experience in the retail line, desires to make a 
change where there is an opportunity for advance- 
ment. Fair knowledge of window dressing and 
capable of managing a store. At present time 
employed. Can furnish excellent references. Met- 
ropolitan area preferred, but not essential. Ad- 
dress Box C-491, care of HARpWaRE AGE, 239 W. 
39th St., N. Y. City. 





HARDWARE CLERK—YOUNG AND AG- 
GRESSIVE, thoroughly experienced in retail and 
wholesale builders’ and shelf hardware, and apart- 
ment house supplies, also paints, tools, plumbing, 
electrical and engineers’ supplies. Good knowl- 
edge of buying and selling. Desire to locate 
permanent position where hard work and produc- 
tion will be appreciated. Best references for 
reliability, character and production. Address 
Box C-486, care of Harpware AGE, 239 W. 39th 
St.. N. ¥. City. 





EXPERIENCED SALESMAN AND MANU- 
FACTURERS’ REPRESENTATIVE with fol- 
lowing among jobbers, chains, department stores, 
and other volume buyers, in Chicago, Northern 
Illinois, and Southeastern Wisconsin, will enter- 
tain offers from manufacturers of tools, builders’ 
and shelf hardware, and kindred products, new or 
established lines or items. Address Box No. 
7617-A, care of Harpware Ace, 802 Otis Build- 
ing, Chicago, Illinois. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good health. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-428, 
= of Haxpware AcE, 239 W. 39th St., N. Y. 

ity. 





A WELL-QUALIFIED WHOLESALE HARD- 
WARE office man seeks position. Twelve years 
with prominent eastern jobber, and for two years 
previous with marine hardware distributor. Effi- 
cient supervisor and _ systematizer; thoroughly 
trained and experienced in pricing, billing, quota- 
tions, phone orders, price service, and inside sales 
work and promotional details. Age 32. Location 
no factor. Address Box C-453, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





CHANGE DESIRED BY SUCCESSFUL 
SALESMAN now employed by jobber. Eleven 
years representing jobbers; three years with large 
manufacturer selling both to dealers and_ jobbers. 
Well acquainted with upper New York State ter- 
ritory. Thoroughly familiar with heavy and shelf 
hardware, mill supplies and builders’ hardware. 
Prefer New York State but would consider other 
locations. Age 37; married; best references. 
Salary and expense or salary, expense and bonus 
arrangements only considered. Address Box 
C-480, care of Harpware Ace, 239 W. 39th St., 
N.Y. Cite. 








MERCURY, 


Count Alexis de Sakhnoffsky, 


extra cost. 


are found on these bicycles. 





“Beauty is as beauty does” and the beauty of 
Mercury Bicycles pays dividends. Styled by 


designer, yet priced to sell competitively, the 
Mercury line brings you added salability at no 


The line is complete. It includes 8 models for 
men and 3 for girls. Many distinctive features 





STYLED FOR BEAUTY AND PROFIT 


crown fenders, streamlined chain-guards, mod- 
ernistic luggage rack, double and single stream- 
lined headlights, and the exclusive “V” fork 
head design are some of the features that give 
Mercury bicycles extra customer appeal. 


world’s premier 


The V-shaped request. 


THE MURRAY OHIO MFG. CO., Cleveland, Ohio 


If you do not already have a Mercury Catalog 
and price list, we will gladly forward them on 


BICYCLES 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 
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Babcock Co. eae 109 
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Simonds Saw & Steel Co...... 93 
Simplex Mfg. Co..........++: — 
Siiisaw, THe. 0... cccccccccees “= 
Smith, Inc., Landon P......... a 
Soss Mfg. ale on care osetia 21, 22 
Stanco, Inc. (Flit) ........... — 
Stanley Rule & Level Plant.... — 
Stanley Works, The........... 6 
Star Heel Plate Co eal ahs asd _— 
ee oe eee 


Sterling Paint & Varnish Co.. 30 
Stevens Arms i? Die ieinnets _- 


Bie, Wie, Tes. Bescsks cee 83 

Swift & Co. (Vigoro)........ a 
F ¥ 

Taylor Instrument Companies.. 18 

Thermoid Rubber Co.......... — 


Three-in-One Oil Co. (The A.S. 
Dowie Ch, TMB) oo oc osc0sne- -- 

Thompson & Son Co., The 
NG nnnsccteqesigeess 

Tobacco By- 4 & Chemi- 


Se Sere ee 
Townsend, B. Ww ares idee; Gacach’s _ 
To Manufacturers of the 


Trico Fuse Mfg. Co.. 
Triplex Screw b* 

Tubular Rivet & Stud Co.. 
Tucker Duck & Rubber Bic... 
Turner Brass Works, The..... 








U 
Ualflow Mfg. Co...........:- — 
Union Fork & Hoe Co., The... — 
Union Hardware Co........... 95 
United Royalties Corp......... — 
uy. ge SE Serre 
S. Steel Corp....... 24-25, 26- 27 
Uti Drop Forge & Tool Corp. — 
Vv 
Valentine & Co.........-.+--- 23 
Vaughan & Bushnell Mfg. Co... 105 
Vaughan Novelty Mfg. Co., Ine. 97 
Victor Electric Products, is. = 
Vita-Var Corp.......cccsceces = 
Vichek Tool Co oo 
WwW 
Wall Rope Works...........+ — 
os ererrerr rece - 
Warren Tool Corp.........+++- _ 
Watson-Standard P Go. Sere 
West Bend Aluminum Co...... 93 
Westfield Mfg. Co., The...... — 


— Electric & Mfg. 


White Mountain Freezer Co., 


) Sy. ” Parr or 97 
Wickwire Brothers ..........- 119 
Wickwire Spencer Steel Co.. — 
Wilson & Co., Inc., C. E.. 121 
Winchester Repeating ‘Arms Co. 19 
Weis Crrnite. CO... .200 06000 — 
Wood Shovel & Tool Co.. 38 
Woodruff & Sons. F. H....... — 
Wooster Brush Co. .......... 2 


Wright Steel & Wire Co, G. F. — 
x 

X-Ring Products ............ — 
Y 

Yale & Towne Mfg. Co., The.. 3 


“N 


y 4 
Zenith Machine Co...........- 
Zonite Sales Corp. (Larvex).. — 
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— are “cashing ina” on 
A 
—the sensation of 
1937 in the sheet 
metal industry 
—priced the same 


tun ')y MMILCORS 


® Write for sample 
Prime haa: ’ the greatest improve- 


ment in rain carrying 
\ equipment in 40 years. 


X 


—unequalled for 
beauty and prac- 
ticability 


























PATENT 
APPLIED 
FOR 


Greater strength 
and added beauty 
is provided by the 
special outer bead with 
stiffening tongue, the three 
flutings in sides and bottom, 
the hemmed edge, and the two 
ba sharply formed corners. 





Pegg 


OF STRENGTH 
AnD BERUTY 


7 


+ 
? y 


MIECOR, STEEL CoM PANY 


MILWAUKEE, WISCONSIN (OF UO) iO) 808) 
eee. Ill. R ~ Crosse, Wis. 
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ONLY A 
BRUSH THAT 
IS TRADE MARKED 


RUBBERSET 


(trape mark) 


IS A GENUINE 
RUBBERSET 
BRUSH 








STANDARD 5, COUNTRY 


iy i) ; 


Known everywhere by name 
and recognized as the stand- 
ard friction tape of the coun- 
try——Bull Dog Friction Tape. 
Nationally Advertised 
1, 2, 4 and 8 ounce rolls. 
In full color cartons 
packed in full color dis- 
play containers. 


BULL DOG 


FRICTION 


TAPE See uae 
























Genuine NOQMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


406 SET- 10% SET-~ 105 SET SAVE FURNITURE 
2) — ; & FLOORS-CREATE QUIET 
ql  _S ) Name "Domes of Silence" 
7. 


eM on each genuine Glide. 


= 















Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber for Genuine Domes of Silence. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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A display of Moore Push- 
Pins, glass and aluminum 
heads, and pushless hangers, 
will ring up many an extra dime 
on your cash register. 

A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits... order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 


9 THIS NEW ALL-METAL 
, REVOLVING DISPLAY 
CABINET 











































VAD AAAS 








HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 

line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 








National Manufacturing Co. 

























STERLING °. ILLINOIS 








To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


HARDWARE AGE 
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“THAT'S THE pa, 
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That’s what makes sales easy... 
that’s what you get in this aston- 
ishing new 





























21 advanced features emphasize Allen leadership in producing 
ranges years ahead of competition. Allen’s unmatched combina- 
tion of advantages sell the housewife on sight. The more she 
shops, the surer she’ll come back to the Allen “400”. Every one 
of its 21 features is a sound reason why it should be the buyer’s 
choice. It has beauty and smartness that captivate; heating 
speed; fuel efficiency and convenience that competition can’t 
match. And back of these advantages is the integrity of construc- 
tion that insures years and years of trouble-free service. 






€ 

wee 

NLLEN's ‘Dbp! Hed 
ag 







Lift your range business to new profit levels with the Allen ‘‘400”. 


AND BUYER PREFERENCE EXTENDS 
TO THE ALLEN PARLOR FURNACE 


with Patented “Directed Heat” 





Patent No. 1,623,634 
1—Circulated Heat Throughout the House. 
2—Radiant Heat Directed Where You Want It. 


The Allen Parlor Furnace, long a 
leader in the heater field, now adds 
the advantage of patented “Directed 
Heat” — an improvement that makes 
its leadership all the more impressive. 
With this new feature, operated by 
the touch of a finger, you direct a 


wave of radiant warmth to cold floors 
or cold corners . . . eliminate both. 
The Allen is the ONLY coal-wood 
heater with this up-to-the-minute fea- 
ture that wins customers ... builds 
profits. Write today for the Allen 
proposition on heaters and ranges. 





1543-SupieicH's MNETY-FOUR YEARS OF HONORABLE SERVICE-1937 





Every Pair 


is a 


Work of 
Mechanical Art 


AN 


DEALERS 
AND THEIR PATRONS 
REALIZE 
THAT 


“Quauity Counts” 


QaNIST 


UNTS” 
SQW fF WARSS 


\) 


S\NADY AMY 


“QUALITY Co 


ASK TH 


The 
Actual Test 


Proves their worth 


IES VAN b 6252 ’ BUILT STURDY FOR 
FOR EVERY PURPOSE : | LONG LIFE AND SERVICE 











“DIAMOND EDGE 1S _A QUALITY PLEDGE” 


Shapleigh National Series No. 2086 
HARDWARE AGE 








